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A CREATIVE-CUSTOM SERVICE... 


this new style O 
IS Now being 1 
designed in 2 
ten weights, 3 
four widths; 4 
both upright 5 
and oblique, 6 
for atotal S 
of eighty 9 
alphabets 10 


UNIQUE IN ITS FIELD SINCE 1936 
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mechanical! 


Tired of excuses? ; Ye: 


REMEMBER... WE OFFER ONE DAY SERVICE. 


= 
PASTE-UPS . UNLIMITED 
CO 5-8688 2) WEST 58h ST.. N.Y.C 





To all our friends, 
we wish the merriest and the happiest 
Season’s Greetings 
Toni & Sal Ficalora 
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You can get too much readership... 





Yes. Believe it or not, you can get too much readership. 
Worshippers of research take note. The old argument be- 
tween creative men and researchers runs something like 
this: 

Creative man: Measurements of readership don’t prove 
sales. 

Researcher: But having your ad seen, noted, read is the 
first step to sales. If it isn’t seen, it can’t start to sell. 

Maybe so. Maybe not. 

Ed Graham, father of Harry and Bert Piel, has a different 
theory, and it is provocative. In creating the now famous 
brother sales team, Ed knew that his stylized brainchildren 
would not be readily accepted by a large chunk of the 
potential beer market. But he also knew that those who 
did like Harry & Bert would not merely accept them, they'd 
love them, respond to them. And Piels sales records have 
proven Ed right. 

You can get too much readership. You can spread your 
message thin by getting large percentages of the market to 
read it—with interest but not enthusiasm. You can possibly 
make more sales by getting a smaller percentage to read 
your message with enthusiasm. If your product has 3% 
of the market now, and you can boost its sales so it will 
have 6%, or even 4%, you’ve helped boost it 100% or 
33144%. And that’s a lot. 

Possibly the creative man’s answer to the worshipper of 
readership ratings is, “Study the quality rather than the 


quantity of the response.” * 
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ARE YOU UPSET? 


Having trouble with your present art source? 


Unable to get good quality... fast delivery? 


Next time you’re in trouble call WO 1-9450 


PHOENIX STUDIOS, INC. Artists 
9th Floor, Francis Palms Building, Detroit 1 
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RETOUCHING 
Black & White & Color 
Archer Ames Associates 
MU 8-3240 16 E. 52 St. 
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ART MATERIALS 







25 WEST 45th STREET 
NEW YORK 36, N.Y. 
CIRCLE 5-6600 





tax talk 


BY MAXWELL LIVSHIN, CPA 


Services in delivery or distribution of 
newspapers, shopping news, or magazines 


Advice was requested of the U.S. Treas- 
ury Department whether certain sam- 
ples of merchandise distributed by 
means of house-to-house delivery for ad- 
vertising purposes fell within the cate- 
gory of newspapers, shopping news, 
handbills and other similar types of ad- 
vertising material so delivered. 


The Employment Tax Regulations 
provide that the house-to-house deliv- 
ery, by employees under the age of 18, 
of newspapers and similar types of ad- 
vertising material is excepted from “em- 
ployment. 


It is the position of the Internal 
Revenue Service, as stated in Rev. Rul. 
56-478, that samples of merchandise, 
although distributed solely for advertis- 
ing purposes, do not come within the 
category of the media cited. Such sam- 
ples, even though they may be wrapped 
or otherwise contained in boxes or bags 
or attached to printed cards bearing 
advertising matter, do not have the 
characteristics of newspapers, handbills, 
shopping news, etc. 


Accordingly it was held by the U.S. 
Treasury Department that (1) samples 
of merchandise, such as cereals, bread, 
soap, breakfast food, etc., distributed 
for advertising purposes, do not come 
within the category of the media, and 
(2) services performed by carrier boys 
under the age of 18 in the house-to- 
house distribution of such articles for 
their employers are not excepted from 
“employment.” 


Where an employer engages carrier 
boys under 18 to perform delivery serv- 
ices which are excluded from “employ- 
ment”, and such carrier boys perform 
delivery services for that employer (dur- 
ing the same payroll period) which are 
not so excluded, the included-excluded 
service rule should be applied in deter- 
mining whether any liability for Federal 
employment taxes was incurred with 
respect to the remuneration for the 
services performed by the carriers. © 








Cha of Address. Please send an address 
stencil impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
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Seasons 
Greetings 


from Detroit... 
The transportation art center of the world! 


McNAMARA BROTHERS INC. 
Largest suppliers of art to the automotive industry. 
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FOR TOP SERVICE IN CHICAGO 
CALL OR WRITE 
PACK BRYAN 
UNITED PRESS STUDIOS 
TRIBUNE TOWER 
SUPERIOR 7-8322 





yl — MEET STUDIO DIRECTOR 
Pe Tom Rametta 


WHO ALWAYS HAS THE RIGHT ANGLE (CAMERA, THAT IS) 


United Press Studios 


461 EIGHTH AVENUE, NEW YORK 1, NEW YORK. PENNSYLVANIA 6-8500 





TOSCA STUDIOS 
Art and Photography 
41 E. 42nd St., N. Y. 
MU 7-2172 


5th Year of Fine, Fast Service! 





Chicago Show; Errata 


Due to a production error, some pictures 
and captions for the Chicago Show Story 
in the November issue were transposed. 
Pictures correctly captioned follow— 


Bn me 





1) Photographer—Kenneth Heilbron; 
art director—Francis Foley; advertiser— 
Marshall Field & Co. 2) artist—Doris Lee; 
art director—DeForest Sackett; advertiser 
—Abbott Laboratories. 3) artist—David 
Stone Martin; art director—DeForest 
Sackett; advertiser—Abbott Laboratories. 
4) artist—Arnold Blanch; art director— 
DeForest Sackett; advertiser—Abbott 
Laboratories. 5) artist—Fred Steffen; 
art directtor—Robert Bruce Crippen; ad- 
vertiser—The Kiwanis Magazine. 6) art 
director—Roland Martini; photographer 
—Valentino Sarra; agency—Gardner Ad- 
vertising Co.; advertiser—Pet Milk. 7) art 
director—Norman Jonsson; agency— Leo 
Burnett Co., Inc.; advertiser — Pabst 
Brewing Company; producer—Kling Film 
Enterprises. 








Change of Address. Please send an address 
stencil impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 


St., NYC 17. 
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NEW YORK-1/9 West 57th Street 
Designers antl FP woducews f Dually Felted | Hlauilirags PHILADELPHIA- 34 South !7th Street 


TORONTO - 220 Richmond Street West 


CHICAGO -755 North Michigan Avenue 
INC DETROIT - 100 Delaware 
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Pittsburgh Cleveland 


PITT STUDIOS 








letters 


Creeping sense of familiarity 


On page 52 of the September issue of 
your publication appears news of the 
Annual Exhibition of the Baltimore Art 
Director’s Club. 

One of these winners is of particular 
interest to us. As a matter of fact, it’s 





the Schleisner Company’s entry number 
2. I was immediately taken with the 
novel and dramatic visualization but 
found, after some examination, that | 
was also drawn to this entry by nostal- 
gia, and a creeping sense of familiarity. 

This was understandable. You see, on 
September 2oth, 1953, we used the iden- 
tical photograph of books on a model’s 


keep Your 
Body in 
Tru Balance! 





-e: " 
Pra Balance 
Coot Ire 


een eee ee i 





head for our client, Tru Balance Cor- 
sets, Inc. As a matter of fact, we had 
a gyroscope on the top book. Vestiges 
of this gyroscope can even now be seen 
on Schleisner’s “prize-winning entry.” 
(continued on page 58) 














Karsh Lang 


vihen Youte really +0 We 


lye transfer 


grade ‘A quality Color Privt® 


for 

REPRODUCTION 
COMPREHENSIVES 
SALES PORTFOLIOS 
DISPLAY, ETC. 





Precise scaling, strip- 
ping, plus color correc- 
tion to meet the most 
critical requirements. 
Duplicate color prints at great savings 
in time and cost. K&L personnel, 
equipment and technique geared to 
cope with the most complex problems. 


FREE! Call or write for FREE 
16 pg. handbook contain- 
ing useful color informa- 
‘tion, prices and data on 
i additional K & L color 
ae services: 


e EKTACHROME PROCESSING 
e DUPLICATE TRANSPARENCIES 
@ FLEXICHROME, MATRICES 

e SEPARATION NEGATIVES 


The Complete Color Service 


Kurshan élang 


L. ZOREF,, associate 
10 E. 46 St.,N. Y. 17, MU 7-2595 
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No other typographer 


in America has all 


these type facilities 


METAL 
Foundry 
Monotype 
Intertype 


PHOTOGRAPHIC 
Fotosetter 
Hadego 
Filmotype 
Protype 
Fotomaster 


TYPOGRAPHIC SERVICE INC 
Printing Crafts Building * 1027 Arch Street ¢ Philadelphia * WA 2-2715 
"A 
. 
TYPO PHOTO COMPOSITION INC 


Winston Building * 1010 Arch Street ¢ Philadelphia * WA 2-2968 
Chanin Building * 122 East 42nd Street * New York * MU 2-2560 
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WHAT IT TAKES 
TO BE AN 


Ainbrush Aatit 
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The PAASCHE V Airbrush is designed 
for artists, illustrators and photo retouch- 
ers. Double action finger lever controis air 
and color volume. Micrometer adjuster 
provides quick setting from fine line to wide 
spray. Complete, $42.50. 





The PAASCHE D% 
HP compressor is 
efficient as well as 
economical. Delivers 
up to 30 pounds pres- 
sure. 110 V, 60 Cy. 
motor. $54.00. 








You’ll need a length of hose with cou- 
plings, PAASCHE number A%"-6’, and a 
AASCHE MT moisture trap. $6.94. 





used in either horizontal or vertical = 
tion. A beginner’s airbrush instruction k 
accompanies every PAASCHE airbrush or 
to send 50¢. Other books available are: “How 

to Paint with Air’ by Knaus, $3.75; “The 
Airbrush Technique of Photo Retouching” 
9 by ning and Slade, $9.50; ““The Complete 


4 PAASCHE easel-drawing boards can be 


Airbrush Book” by Maurello, $7.95. For 
complete information on these and other 
Paasche products for artists request the 
Paasche Art Equipment Catalog from your 
nearest art supply dealer or write: 








PRASCHE wirbrush Company 


A DIVISION OF CLINE ELECTRIC MANUFACTURING CO. 
1909 W. DIVERSEY PARKWAY - CHICAGO 14 
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THE FLEXICHROME PORTFOLIO 
ABOVE OUR ROOF 
IS MORE AN ATTIC PACKED 
WITH PRIZEWINNING PROOF 
OF THOUSANDS OF ASSIGNMENTS ‘T 
THAT PLEASED THE EYE 
AND SATISFIED THE CLIENT 
TO AN ALL TIME HIGH. 
OUR HOUSE FULL OF TALENT 
AND MEN IN SALES 
DELIVER THE GOODS: 
NOT ELOQUENT TALES. 

Ses DIAL US AT ONCE 
<>} F0n YOUR NEXT FLEXICHROME 

5) YOU'LL ALWAYS BE SURE 


Ce IT'S IN THE RIGHT HOME. 
WW ess 
MADISON AV. 
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14 EAST 39TH ST., N.Y. 16N.Y. © MU 5-1864 -5” 





ARTISTS + COPYWRITERS AGENCY 


is the advertising 
new artists 
employment and 
agency copywriters — 


for exclusively 


9 east 46 street - new york 17 « telephone: plaza 3-5110 








coming events 


Nov. 19-21 . . . Advertising Essentials Show 
Statler Hotel, NYC. 


Feb. 10-16 . . . Advertising Week, sponsored 
by the Advertising Federation of America 
and the Advertising Association of the West 


Feb. 16-Mar. 1 . . . annual exhibit of the 
Art Directors Club of Philadelphia, at the 
Commercial Museum. 


Mar. 1-Mar. 31 . 2lst Rochester Inter 
national Salon of Photography, Inc., ai 
Memorial Art Gallery. 


Mar. 17-31 . . . annual exhibition of Art Direc 
tors Club of Atlanta, Art Institute, Main Gal 
lery of the Museum Building. 


Apr. 5-Apr. 30 . . . annual exhibition of the 
Rochester Art Directors Club, at the Memorial 
Art Gallery. 


May .. . exhibit of the Nashville Art Direc- 
tors Club, tentatively scheduled. 


Museum of Modern Art. NYC . . . Through 
Dec. 2, Masters of British Painting, 1800-1950. 
Approximately 100 paintings included; 
through Jan. 8, graffiti photographs by 
French photographer Brassai; Nov. 21-Jan. 
20, Recent Acquisitions, painting, sculpture 
and drawings by American and European 
artists of the 20th century; Dec. 10-Jan. 13, 
Children’s Holiday Carnival, toys and art 
equipment for 4-8. 


Art Institute of Chicago . . . Through Jan. |; 
photography by Todd Webb; indefinite 
schedule, Mohican Murals and Ancient Peru- 
vian Art; permanent, 67 American and 
European miniature rooms; through Nov. 235, 
Japanese screens; Boris Margo; through 
Dec. 2, memorial show for Louis Sullivan; 
through Dec. 31, portraits of artists. Indefinite 
schedule: 18th & 19th century color plate 
illustrations, 3 centuries of Spanish prints, 
feather capes and colonial textiles, ceramics. 


N. Y. Public Library . . . 10 free fine arts 
lectures on Tuesdays at 6:15, through Jan. 
15. For details, call OXford 5-6194. 


Philadelphia Art Alliance . . . Through Nov. 
22, Jo Mullen oils, Rowlandson 200th anni- 
versary prints; through Nov. 2!, Ben Solo- 
wey, oils, watercolors, caseins, drawings; 
through Nov. 28, Tore Asplund, watercolors; 
through Nov. 25, Marian Garges Crawford, 
oils, tempera, prints, and Walter E. Baum 
Memorial Exhibition; through Dec. 31, Christ- 
mas Crafts; through Dec. 12, Virginia Mason 
Gifford, paintings; Nov. 23-Dec. 16, Walde- 
mar Raemisch, sculpture; Nov. 26-Dec. 16, 
“47 Midwestern Printmakers”; Nov. 29-Dec. 
16, Paul Froelich, watercolors. 


The Arts Club of Chicago .. . through Dec. 
6, Paul Klee, Mrs. Hulton’s collection; Dec. 
11-Jan. 8, Corbusier and young French artists. 
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The heart of the matter f 


.. PHOTOGRAPHY 


The heart of the matter 
has the lowest cost 


A moment’s perusal of current advertis- 
ing will reveal that the photographic il- 
lustration often occupies the lion’s share 
of the space on the page—and thus al- 
most always is depended upon to put 
over the essence of the advertisement’s 
message. 

It follows that a photograph thereby 
becomes the most dynamic part of the 
ad. In spite of this importance, look at 
the percentages below. They speak for 
themselves. The column on the left rep- 
resents the cost of a four-color consumer 
advertisement; the column on the right, 
the cost of a two-color industrial ad. 


A photograph is 95% pho- 
tographer, 5% photography 


That’s just as true in industrial photog- 
raphy as it is in consumer photography 
...if you’re looking for a photograph 
that will accomplish what you want it 
to accomplish. 


Industrial and business paper audi- 
ences are just as eye-minded as the “‘con- 
sumers.”’ It’s obvious when you think 
about it. They’re human beings despite 
their business or technical functions. 

In LiFe or COLLIER’S they’re tempted 
to a 10¢ can of beans by beautiful pho- 
tography. This same eye-and-buy appeal 
can and should apply to planning and 
execution of an industrial photograph. 
But many industrial advertisers still 
seem to think that their audience is “‘dif- 
ferent’ —that a column of figures and a 
line drawing are ““good enough.” 

Therein lies the clue. Maybe a tired and 
“catalogish” photo is “good enough,” 
in the sense that it shows the man what 
the product looks like. But how about 
the human side of the reader? It’s the 
man, not the corporation, to whom 
you’ re talking. 

Engineers still have sensibilities. Beau- 
tiful pictures sell them beans—and new 
clothes—and cars. Pictures that are well 
planned and artistically executed. Pic- 
tures that stop the eye, set the mood, get 


Good photography is advertising’s biggest bargain 


























COST ELEMENTS CONSUMER TRADE PAPER 
Naturally the cost of photo- — 
graphic illustration varies $600* bos — — cect $100* 
PHOTOGRAPHS ‘ane es — nid or 1.6% ple photograph at........ or 7% 
The cost of engravings de- $1 500 Two-color engravings are $250 
pends, of course, on the p correspondingly less ex- 
en ee ee bee 
Printing and the cost of Having a lower circulation, 
SPACE space also vary depending $35,000 this industrial magazine $1,000 
ee... |e oe, | 














*Double it, triple it—the & is still negligible 





readership. So why not appeal to the 
authentic side of their nature, too—when 
they’re reading their business publica- 
tions? 

Notice what a waker-upper a really 
good photograph is in today’s trade 
magazine, where so much of the illustra- 
tive material is apt to be visually uninter- 
esting. Dramatic photography stands 
out even more in a group of “‘industrial- 
looking” ads than in the “consumer” 
books. And a good photograph tells a 
technical story even better. 

Good industrial photography is worth 
planning, and paying for. And, just as it 
is in “consumer” advertising, good “‘in- 
dustrial” photography is 95% pho- 
tographer. 





Black-and-white photography tells a 
great story, but color often tells it 
quicker, and with greater impact. Con- 
sider what has happened in the world of 
color. The increasing use of four-color 
ads and editorial illustrations in today’s 
publications is a graphic commentary on 
the readership and selling power of 
color photography. 

Color photography stops the eye, 
sets the mood, starts the sale That’s 
why Kodak offers eight ways to color 
now—four ways to print, four ways to 
expose. Your photographer knows the 
combination that will suit your pur- 
poses. Trust his talent. Color photog- 
raphy—beautiful, powerful, the quick 
way to realism in print. 

EASTMAN KODAK COMPANY 
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Rochester 4, N. Y. 

















NOW 


RAPI 


FILM 
LETTERING 








TO ANY 





SIZE 
YOU WANT 


Reduced or Enlarged... Positive or Negative 


Still only *1.00 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes 
you need for your layouts or mechani- 
cals, eliminating the usual delays and 
expense of stats. 


No minimum. Round-the-clock 


service. Call or write for your FREE 
Lettering Styles Index today. 


RAPID TYPOGRAPHERS INC. 


| 


305 EAST 46th STREET, 


~ a STYtes (DEX 








N.Y.17 ¢ MU 88-2445 
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bebell « 


Ree ic] ae a re) 
duplicate color 
transparencies 

any size up to 40” x 60” 
direct from artwork 
or from seeaparencies 


projection slides in any 
size and style, Vu-Graph, 
VisualCast, lantern slides, 
film strips. stereo dupes 


WAtkins 4-8573 


bebell 


RATQGORIES 


rocket® 
color prints 
Cmatte or glossy) 


any size up to 40” x 50” 
direct from artwork 
or from transparencies 


dye transfer prints 


any size up to 40” x 60” 


108 W. 24th St., New York 11 








what’s new 


PRE-COLOR SPRAY: Glossy prints, Polaroid 
prints, magazine pages and many other 
surfaces can be colored with Marshall's 
Photo-Oil Colors if they are first treated 
with Marshall's new Pre-Color Spray 
which is packaged in a pressurized-type 
spray container. Chemicals dull surface 
so oil colors may be applied perma- 
nently. Also permits coloring glass or 
any gleaming surface. For more data, 
write John G. Marshall Mfg. Co., Dept. 
AD, 167 N. oth St., Brooklyn 11, N. Y. 


STORE DESIGN IDEAS: How retail stores 
are designed to pull customers from the 
sidewalk to the show window, to the 
store entrance, to the point of sale is 
the subject of a 16-page booklet by 
designer May Bender of Lane-Bender, 
Inc. Data is based on a discussion at 
the recent Associated Retail Confec- 
tioners Convention. Material covers 
planning to control traffic, sales space, 
storage, and stock reserves; building 
materials, their textures and best use; 
store fronts, entrance signs, displays; 
the use of coordinated colors; and store 
lighting. 

Copies of “Store Design and Color 
Techniques” may be obtained from 
Lane-Bender, Inc., 157 W. 57, New 
York 19, N. Y. 


KING-SIZE CLIP BOOK OFFERED: Harry Volk 
Jr. Art Studio, Pleasantville, N. J., 
offers free gift copy of new $10 “King- 
Size Clip Book of Men & Women” to 
subscribers to “Clip Book of Line Art.” 
The King-Size Clip Bock of Men & 
Women has 48 pages of illustrations 
ready to clip and paste. Selections range 
from tiny spots to large illustrations in 
b/w proofs for enlarging, reducing or 
using same size. Book is in 5x8 file 
size, lithographed on one side of glossy 
Kromekote stock. Art styles, include 
scratchboard, stylized, decorative, hu- 
morous, light illustration realistic illus- 
trations. 


NICKEL PLATED THUMBTACKS: Solid head, 
nickel plated steel thumbtacks with 
strong, lasting points are offered by 
Gemexco, Inc., 2 Columbus Circle, New 
York, at competitive prices. Packed 100 
to a box, 1,000 to a carton, priced from 
76¢ to gg¢ per M in 34”, 7/16”, 14” and 
long shank. Minimum order 25,000. 
Colored thumbtacks are also available. 


COPY CLIPPER PAGES: Type pages for 
clipping, in the most widely-used body 
type faces, are available from Copy 
Clipper, 2330 Victory Parkway, Cincin- 


(continued on page 16) 
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«vee COLOR PRINTS 


4é 99 C-STAT CUSTOM-C C-REPRO 





Rapid service Presentation quality Masked and tested 
Size to scale Pretested Color corrected 
Proofs To 16x20 Dye Transfer quality 


EKTACOLOR Negative Conversions From Transparencies 


Masked for color and contrast 
From any size or type of transparency 


EKTACOLOR-SS and Kodacolor Processing 


Overnight service 
Optional color density readings 


“C” COLOR Print Retouching 


By the largest Art Department in the color retouching field 














s ROBERT CRANDALL (cr seven years conducted process development on the Kodacolor 
process at Eastman Kodak Company 


Pre C7 NN DY-\ i  @7@) MO) we UI NEES 


59 WEST 46'H STREET. N.Y.C. Cl 7-7377 


TUFFILM | (95/7 Planning Colondaw 






























































~ The year ‘round work tool for art directors, production men. . . 
Ph SP ray deadline and work progress watchers. 
~. One jumbo sheet (17” x 22’’) for each month . . . 
‘ artist’s quality shows preceeding and following month on same sheet. 
: | 2987 NOWEMBER 1ee7 |” 
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Supply Limited! . .. Order Now from 
Colortone Press, Creative Lithographers 
and Photo-Typographers 
2412-24 17th Street, N.W. e Washington 9, D. C. 
Send _______ 1957 JUMBO PLANNING CALENDARS at $2.75 each. (Five for $10.00). 
Check or money order for $ ____ enclosed. 





























at all art stores Nome 
Firm as 
M. GRUMBACHER wc. Address 
482 W. 34th Street, New York 1, N. Y. City and State 
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CHICAGO 11, ILL. 
22 East Illinois Street 


LOS ANGELES 15, CALIF. 
928 South Figueroa Street 





when 


Minutes 


count 


When someone says: 
“gotta have it tomorrow” 
: ...or a sneaky deadline 
** catches you unaware... 
play it safe... turn over 
the typesetting to Monsen and relax. 


WASHINGTON 5, D.C. 
806 Fifteenth Street, N.W. 






Se ee ee ee Re ee ee ee ee ee ee ee eee ee eee eee eee ee ee eee eeeeeewacenad 








places more Art and Copy Personnel than any other agency’’ 


jobs untimited / advertising personnel specialists 16 eost 50th st., n.y.c 


pl 3-4123 





Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 








displaymen supplies . . 


Cutawl - Balopticon. 








JOSEPH MAYER CO, Inc. 


artist's materials .. . sign painter and 
. silk screen 
materials. Agents for The International 


5-9 UNION SQ. « N.Y.3 © AL 5-7644 














what’s new 





(continued) 


nati 6, Ohio. A new product, the Copy 
Clipper consists of an 814” x 11” sheet 
of white bond paper printed on one 
side with a block of text 35 picas wide 
and 40 picas deep. Scales at the top and 
bottom of the type area indicate each 
pica of the width, and scales at éach 
side of the type number the lines. A 
table of characters per pica is printed 
on the face of the page. From this table 
the number of running picas required 
for any given amount of text in any 
face or size can be determined quickly. 
A sample page will be mailed pastpaid 
for 10¢. Price list, order form and list 
of available faces wil! be supplied with 
this. 


ACCENTS, FIGURES, SORTS: 44-page catalog 
showing accents, figures, fractions, refer- 
ence marks, dashes, display and miscel- 
laneous sorts in wide variety of type 
styles is available from Supreme Ad 
Service, 228 E. 45th Street, New York. 


PHOTOPROCESS STYLES: A quickie index 
of photoprocess lettering styles is being 
offered by The Headliners Inc., 44 W. 
44th St., New York 36, and 63 E. Chi- 
cago Ave., Chicago 11. Contains speci- 
men showings of many lettering styles, 
samples of photomodification — tech- 
niques, and data on how to order. 


CORRUGATED BOX DATA: “How To Spec- 
ify Corrugated Boxes” is new informa- 
tive booklet published by Hinde & 
Dauch, Sandusky, Ohio. Covers carrier 
regulations, kinds of corrugated avail- 
able, and how to determine type and 
nature of the package. 


AMSTERDAM TYPE SHOWINGS. Faces from 
Berthold Typefoundry, Berlin, and from 
Typefoundry Amsterdam, in various 
weights, are shown in folders available 
from Amsterdam Continental, 268-276 
Fourth Ave., New York 10. From Ber- 
lin: Standard Medium Condensed; Sig- 
nal, also Signal Light, Medium, Bold, 
Black; Normande, also Normande Italic, 
Normande Condensed; Tradition. From 
Amsterdam: Erasmus Initials in 26-type 
fonts, no figures. Raffia Initials, designed 
by Henk Krijger. Old Gothic Bold 
Italic. Annonce Grotesque. Excelsior 
Script and Excelsior Semi Bold. Reiner 
Script. Hidalgo. 


(continued on page 51) 
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GRABER +-MANN ASSOCIATES 


1776 BROADWAY, N. Y. 19 « Cl 7-1124 
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How to help 
a young artist get ahead 


The next time a “(young hopeful” 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. 








Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. /t will help him 
get ahead faster. 


FAMOUS ARTISTS SCHOOLS 
Studio 41-N, Westport, Conn. 


Norman Rockwell 
Jon Whitcomb 
Stevan Dohanos 

Harold Von Schmidt 


Send me, without obligation, information about 
Peter Helck 


— 
| 
| ! 
| 
Pt ludekens the courses you offer. 
Al Parker r. 
| Ben Stahl te ‘PLEASE PRINT) i | 
| l 
| | 
= i] 





Robert Fawcett ates 
Austin Briggs Address 
Dong Kingman 

Albert Dorne City Zone 





State 
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looking for 


new IDEAS? 





modern publicity 


1956-57 


Edited by Frank A. Mercer 
This 26th Annual of international 


and inspiration for the creative artist. 
Here is the best in newspaper and 
magazine advertising, posters, bro- 
chures, package designs, window dis- 
plays, etc., by top-ranking artists of 
the world. An invaluable reference 
book with 850 illustrations, 120 in 
color. 8%” x 11%” $10.00 


.e. making the best 


use of color? 


COLOR IN ADVERTISING 


by Ernest J. Biggs 


In this brand-new idea-filled book are 
135 color illustrations — an impressive 
survey of contemporary advertising in 
every field. The informative down-to- 
earth text by an experienced ad man 
gives sound, useful advice on the 
psychological facts and subtle values 
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H advertising art is brimming with ideas 
' 

‘ 
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‘ 

H 

' of color. 6%” x 10” $10.00 


STUDIO-CROWELL A.D. 
432 Fourth Ave., New York 16, N. Y. 


Please send me the book (or books) checked, 
postage paid. I enclose $ in full payment. 
(J MODERN PUBLICITY 1956-57 @ $10.00 
(-) COLOR IN ADVERTISING @ $10.00 
Name 
Address 
City Zone State 








HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
* 

MU 5-4295 / MU 5-4423 


404 Fourth Ave. - Room 1507 











modern art 


helps industry grow 


BY HARRY L. HARRISON, CREATIVE MARKETING 
HARRISON HOUSE, MERIDEN, CONN. 


Modern art often has been dismissed 
as of interest only to super-sophisticates. 
But it is a fact, becoming more and 
more generally recognized, that it has 
played an important part in America’s 
industrial development. It is the con- 
crete expression of the feeling that has 
long existed, that there should be more 
art in useful things, and more use in 
art. 

Andrew C. Ritchie, director of the 
Museum of Modern Art’s department of 
painting and sculpture, gives his reasons 
why artists work abstractly. (1) the in- 
vention of the camera, and its usurpa- 
tion of the artist’s traditional role of 
representing natural appearances; (2) 
the urge felt by some artists to achieve 
a universal language of color and 
rhythm analogous to the universality of 
music; (3) scientific discoveries, which 
have increased our knowledge of the 
structure of matter, and expanded our 
concept of nature so that it includes a 
new world of invisible phenomena; (4) 
protest against the established order of 
traditional perspective and naturalistic 
space and color. 

“What is truth?” Herod asked. “Truth 
lies only in appearance” is the popular 
belief. Modern art goes behind “appear- 
ance,” which applies only to the emo- 
tions, and presents fundamental truths 
which stimulate the intellect, lead to a 
better understanding, and to applica- 
tion in a variety of ways that make for 
progress. 

S. Lane Faison, Chairman of the Arts 
Department, Williams College, says — 
“Cubism is still the most important 
development in the visual arts of the 
twentieth century.” Wallace Harrison, 
chief architect for the United Nations, 
says —‘““The painting of Leger, Picasso 
and Juan Gris has been the greatest 
single force in architectural design in 
the last 100 years.” “The face of Amer- 
ica is being changed by the indus- 
trial buildings which have been rising 


from coast to coast since the war,” says 
the New York Times. “The industrial 
plant was once thought of only as a 
necessary shelter for the machine. Now 
it is also conceived and designed in 
terms of the people who use the ma- 
chine. There is interest and variety in 
units designed each to suit its own pur- 
pose. Beauty of design has become a 
conscious aim. Its achievement is found 
in and developed from the logical meet- 
ing of form and function.” 

Product —Package— Promotion. These 
are the three “P’s” of today’s merchan- 
dising. Nobody can claim that modern 
art is definitely the visual element be- 
hind sales successes of many recently 
developed products. Nevertheless, com- 
petitive reasons have forced packaging 
and promotion to keep abreast of the 
times, and have turned them to modern 
art for inspiration. Gewgaws and curli- 
cues are a thing of the past. Functional 
simplicity is today’s dominant note. 


Ad art in museums 


Many examples of the commercial 
application of modern art grace a gal- 
lery in the museum of Modern Art. If 
you look at a Kleenex box or the New 
York Daily News building, you never 
think of them as “abstract geometrical 
forms.” But, like an abstract painting 
by the later modern artist Piet Mon- 
drian, or a Ben Nicholson relief, they 
employ large smooth rectangles. Sim- 
plicity of abstract geometrical effects 
compels attention. The products, pack- 
ages, and promotion of International 
Business Machines, Pepsi-Cola, Encyclo- 
pedia Britannica, Container Corpora- 
tion, La Tausca, and many others, have 
been inspired by modern art, as have 
new type faces, new publication formats, 
new advertising formats, new automo- 
biles, new offices, new furniture, new 
product design. 

Morris Lapidus, noted store and hotel 

(Continued on page 20) 
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JOHN JOYCE INC. Seonene 


food ¢ illustration * interiors * still life / 480 Lexington Ave., New York 17, N. Y. + PLaza 8-1815 








Winsor & Newton’s Series 7 “Albata’’, 


— 


the world’s finest water color brushes, 


<=. 











are the choice of exacting artists 


<< SEEE 


because they are painstakingly made 


from finest pure red sable hair. 


<a 


Available in sizes 000 through 14. 


| t M 
of — a . 50" no 


afford 














the world-wide 
standard 


302 BROADWAY, 


N. Y. 10, N. Y. 





Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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WHEN MEN ARE MORE IMPORTANT THAN 


You've shot a color series and sent us the 








8 West 


films. We've processed the test shots. 
Now it takes an expert to properly 
compensate the others to give you the 
best results. 


You want a duplicate transparency 


enlarged to 4% x 5%". One or a hundred 


they'll all be the same. 


The lab and equipment are brand new... 


but Norman Kurshan is an old timer and 
our staff is old too . . . in total years 
of experience. 


We'd like to show you why our men are 
even more important to you than our 
sparkling new equipment. 


MACHINES 


Color Film Processing 


Dye Transfers 

¢ Duplicate Transparencies 
*  Flexichromes 

e Slides 

Art Copies 


Printons 


Color Assemblies 








~ Kurshan™ Color Service 


19, %. V¥. 


56th Street New York 


* JUdson 6-0035 








modern art 





(Continued ) 


designer says — “Regardless of whether 
all of the work of the modernists is art 
or exercises in color and composition 
and design, the fact remains that it must 
be taken seriously, and that it has had a 
great effect on contemporary design and 
architecture. In my own field of store 
design, I cannot help but admit that 
much of the design embodied in my 
store work reflects design principles 
which were first experimented with by 
the avant garde in the modern art 
world. The store designer working for 
the merchants uses light and color and 
space to create an attractive sales-get- 
ting interior. In this process we must 
admit a certain debt to the modern 
painters of today, whose experimenta- 
tion gives us the forms and lines that 
we are looking for in store design.” 
To better their promotion, many com- 
panies have abandoned realistic repre- 
sentation in their advertising and have 
employed modern architects and design- 
ers to design layouts. They have de- 
pended for eye-appeal and selling power 
on abstract design, to which type and 
illustrations were subordinate. Ads of 
this type draw favorable comments and 
enhance a company’s prestige. * 











NOW, 
SEE THIS! 





we have on file 3,999,999 
old pictures ideal for 
advertising and editorial use 


AVAILABLE ON APPROVAL 





COLOR 
TRANSPARENCY 
RETOUCHING 


assembly and photo composing 
|, duplicate transparencies 


dy lle 


send for desceipti , f 


MAX JAIKIN 


22 w. 56 st., n. y. 19, circle 6-8712 








CULVER SERVICE 


Since 1926 











art 
television 


h. ¢. Sanford associates 
660 First Avenue, N. Y. 16, N. Y. ‘a 


PHONE MURRAY HILL 4-5054 


LEXINGTON AVE N YC 


for 





MURRAY HILL 6 2068 





ey’ 


Stanley Glaubach is an artist and ae 
preoccupied with the possibilities that 
three dimensional effects have in the 
graphic arts. Stan won an AIGA certifi- 
cate for an NBC booklet in 1955, an Art 
Directors Club award in 1955 for a CBS 
ad. He has designed and executed trav- 
eling exhibits for the United Nations and 
handled the AIGA Printing for Com- 
merce exhibit this year. At Cooper 
Union he taught three dimensional de- 
sign. He’s a family man with two chil- 
dren. Mrs. Glaubach is a children’s books 
illustrator. Photo for the cover was taken 
by M. Becker. * 














Change of Address. Please send an address 
Stencil impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
wee Circulation office, 43 E. 49th 
t » OF 
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same day service v 
*. —, SS 
ro —— a > 
WS J >> 
— = Pe : 
Se 
Za 
faxreor __> 
National Studios | all your lesion nee 
graphicarts * /s =) N\A 
flip cards - hot press - enlargements 4 = “4 


a SA 


. 


telops - color and black and white slides - rp’s 


original photography - crawls - station id file - mailing facilities 


Note New Address 42 west 48th street, new york 36, n.y., JUdson 2-1926....7 










We sell ART and 
CHECK IT 7 YOURSELF SERVICE 


For over 30 years we have 
enjoyed an enviable record 
of serving clients—and serv- 
ing them well. To quote from 
an unsolicited letter—‘‘. . . re- 
gardless of time orconditions, 
you always come through’’. 


PATENT RED 


MASKING INK 





JV Perfect register over- 
lays and masks on ace- 
tate, vinyl, glass and 
glass tracing cloth. 


( 
CHARLES “NORTH 


J/ Transparent—‘‘see 
through ’ for accurate PATENT RED 
register. 


ARTISTS QUALITY 


/ Photographs black for 
line cuts. 


/ For pen, brush, ruling rarer ff Fate) 


pen, airbrush. eaeeieemeaneed 


M. GRUMBACHER, . §«.... 


482 West 34th St. New York 1, N.Y. 
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Here are‘a few of our 
clients with the years we 
have served them... 


WESTERN ——, 


2 years 
THE TEXAS COMPANY 
6 years 
NATIONAL ssmmants 
20 years 
SATURDAY EVENING 
POST 12 years 


There must be a reason 
why we’re called upon to 
serve these clients year 
after year. Try us and 
you'll find out why. 
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Which One Gets 
the Idea Across... Better? 


The Moving Finger writes; 
and, having writ, Moves on; 
nor all Your Piety nor Wit 
Shall lure it back to cancel 
halfaLine, Nor all your Tears 
wash out a Word of it. 





The Moving Finger writes; 
and, having writ, Moves on; 
nor all Your Piety nor Wit 
Shall lure it back to cancel 
half a Line, Nor all your 
Tears wash out a Word of it. 


Once you’ve printed your advertisement or message, 


it’s printed! If the typographic job is dull or sloppy, 


you'll never know what results you might have had. 


Advertising costs money. And that’s why the creative 


approach to typography as practiced by the ATA is 


really an economy. Creative typography costs no more. 


It pays back more in results. Send your next job to a 


member of the ATA and judge for yourself. 


It Pays to Set Type Right 





Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 





Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

¢ Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 


Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

Arnold- Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 


Advertising Agencies’ Service Co., Inc. 


Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Atlas Typographic Service, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 

Linocraft Typographers, Inc. 

Master Typo Company 

Chris F. Olsen 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmidr, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

a a Craftsmen, Inc. 
Typographic Service Co. 

Vanderbilt-Jackson Typography, Inc. 

Kurt H. Volk, Inc. 


NEWARK, N, J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 


PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey's 


TORONTO, CANADA 
Cooper & Beatty Limited 




















Minneapolis winners First place win- 
in stamp competition ner in the 

Minneapolis- 
St. Paul club competition in the U. S. 
Air Force commemorative stamp com- 
petition is Thomas W. Donovan, right. 
Jay B. Peterson, left, president of the 
club, placed second. In the middle is 
Clarence R. Zaccardi, third place. The 
club used the competition as a page for 
a public relations campaign. President 
Peterson appointed a public relations 
counsel when he named a competition 
chairman. PR counsel contacted First 
Lieutenant Robert W. Sonnett, public 
information officer of the 475th Fighter 
Group stationed at Wold Chamberlain 
Air Force base, adjacent to the Twin 
Cities. Entries were exhibited at the 
I'win Cities Air Fair. Judges were Min- 
neapolis Postmaster Leonard F. Ram- 
berg and Major Roy M. Ingalls, execu- 
tive officer of the 475th, as well as ADs 
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TA\D, ART DIRECTION 


Don Allen, Carl Hixon, Ernie Turner 


and Loren Herder. Publicity material 
was sent to local media. Approximately 
8o column inches of newspaper space 
and 15 minutes of tv time informed 
about 1 million people in the area about 
the club’s activities. 


Philadelphia plans show 


Dates and place for the Philadelphia 
club show are Feb. 16-March 1, at the 
Commercial Museum. Members recently 
heard report by Chuck Allen on progress 
of plans on the show. 


Cincinnati holds 
fifth annual show 


The fitth annual exhibit of the Art 
Directors Club of Cincinnati opened 
with an awards dinner at the Cincinnati 
Art Museum. Entries were on display at 
the Museum through last month. Names 
of award winners did not reach Art 
Direction at press time. Three judges 
of the exhibit included Andrew Arm- 
strong, of Leo Burnett Agency, Chicago, 
who was guest speaker at the dinner; 
Harold Jensen, Tatham-Laird, Chicago, 
a former vice president of NSAD; and 
Alger Scott, senior AD of Capbell- 
Ewald, Detroit. 

Fred C. Pottschmidt, design director 
of Sales Production Corp., was chairman 
of the Awards dinner. More than 600 
entries for the show were screened to 
allow 225 exhibits to be included. Exec- 
utive board of the club gave the 225 
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pieces a preliminary judging before the 
three out-of-town judges selected win- 
ners in g1 categories. Plaques were 


awarded to artists, ADs, and advertisers 
of winning entries. 





NSAD tie clasp This T-square tie clasp 

of sterling silver uses 
the colophon of the National Society, 
hand engraved on the shaft. NSAD sug- 
gests it for gift giving at $10 each, gold 
plated $12.50. Special orders may be 
placed using personal monogram or that 
of art or art director organization. Send 
design for engraving along with order, 
drawn to actual size, same price. Address 
K-Kraft, 115 E. 40 St., New York 16. 
Allow one week for delivery. 


NSAD stamp competition 
awards dinner in February 


The awards dinner for the Air Force 
stamp being designed by a competition 
among NSAD members will take place 
in February at New York’s Waldorf- 






















Astoria. The judging will take place 
sometime before the dinner so that the 
top three winners can be announced 
and presented at the dinner which is 
being cosponsored by the NSAD and 
the Air Force Association. Each NSAD 
club has been holding its own competi- 
tion and sending its three top pieces for 
the final national judging. 





St. Louis club J. Hamilton 
awards scholarship Stevens, presi- 

dent of the St. 
Louis club, awards first scholarship prize 
of $100 to Ellie Steinback, Washington 
University school of fine arts student. 
St. Louis art directors plan to increase 
the amount of scholarships yearly. Miss 
Steinback was one of a group recom- 
mended by university's faculty in adver- 
tising design. 





Arnold Roston chairs Chairman of 
New York AD show the 36th An- 

nual Art Direc- 
tors Show to be presented by the New 
York club at the Waldorf Astoria hotel 
next Spring is Arnold Roston, AD at 
Mutual Broadcasting System. Closing 
date for all proofs submitted has been 
moved up to Jan. 25. Roston said the 
early closing date was set to close the 
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time gap which formerly existed be- 
tween the time ads were produced and 
the date they were exhibited. It is be- 
lieved the new procedure will enable 
the show to have an increasingly cur- 
rent and contemporary importance. 
Roston emphasized that material should 
be considered and assembled now in 
order to meet the Jan. 25 deadline. 

Roston, who has been AD of MBS 
since 1943, is also consultant and free 
lance designer for many prominent 
advertising and editorial accounts. He 
has won awards from the AD club, 
American Institute of Graphic Arts, 
Museum of Modern Art, advertising and 
trade groups. He began his career in 
the fine arts and exhibited oils in many 
important national art exhibitions. He 
has conducted classes in advertising 
design at Cooper Union, Brooklyn Mu- 
seum Art School and lectured at Pratt 
Institute. 





Atlanta club elects New president 
Timothy Galfas of the Atlanta 

club is Timothy 
Galfas who operates a creative photo- 
graphic firm at 2529 Peachtree Road, 
N. E. He also teaches photography at 
the Atlanta Art Institute. Other officers 
for the 1956-57 year are first vice presi- 
dent, James Schell; second vice presi- 
dent, D. F. Cox; treasurer, Larry Kern; 
secretary, Kathryn Burke; trustees, Rob- 
ert Hiers, John McKenzie, Duff Sutton, 
and T. O. DuVall. 

Plans of the club include a creative 
mailing list made up of agencies, manu- 
facturers, universities and potential art 
buyers throughout the south; an exhibit 
set for Sept. 15, 1957- Members will pre- 
view the show Sept. 14 at which date 
there will also be an all-day program 
and a dinner dance in the evening when 
awards will be presented. Deadline for 
submissions is June 1. 


New York clubawards Tycho R. 
stamp designer Weil received 

first prize for 
his design entered in the club’s competi- 
tion for designs to be submitted for the 
national judging in the U. S. Air Force 
50th Anniversary commemorative stamp 
competition. Second and third place 
winners were Joseph Binder and Oscar 
Lunden. Brigadier General Thayer S. 
Olds, commander of the 26th air divi- 
sion, presented first prize scroll to Weil 
at a recent club meeting. 





Clutch pin has Gold plated clutch pin 
NSAD insignia with initials of the 

National Society of 
Art Directors sells for $3 each. Initials 
and border have high polish. Back- 
ground is dull finished. Worn on tie 
or lapel and indicating NSAD member- 
ship, the pin is recommended for gift 
giving. Send to K-Kraft, 115 E. 40 St., 
New York 16. 


chapter clips 


Atlanta: November meeting of the club 
was an all-day seminar at Georgia State 
College with the club sponsoring lunch- 
eon meeting . . . Negotiations are under- 
way for a permanent meeting place with 
permanent exhibit — at the Atlanta Art 
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Institute or American Institute of Archi- 
tects building . . . Membership commit- 
tee under Duff Sutton driving for new 
members. Maggie Wesley and Owen 
Bugg assisting Sutton...Ernest DeVane 
designing badges for members, guests 
and past presidents . . . Mailing list com- 
mittee includes Dick Brunell, Thurman 
DuVall, Les Parker, Bob Hiers . . . Book 
committee headed by Herb Meyers, Bob 
Hiers. Includes Louis Manning, Sol 
Malkoff and Paul Wynett . . . Exhibit 
committee under Frosty Cox and Jim 
Lee planning next year’s program and 


judges . . . Entertainment committee: 
Harrel Brooks, Ray Ketcham, Jake 
Nunn . . . Seymour Robins, graphic- 
industrial designer, addressed recent 
meeting. 

Detroit: Dick Hess and Bill Wallace de- 


signed and did unusual art for club’s 
mailer on the Odd Ball. 


Montreal: Henry Finkel, Canadian indus- 
trial designer addressed club recently . . . 
Club has begun series of talks on voca- 
tional guidance program at the school 
of architecture in McGill university . . . 
New members include associates: Mrs. 
Max Sauer, photographer; Roger Lafor- 
tune, designer; Jeoffrey Rogers, photog- 
rapher; T. S. Arnott, photographer; and 
ADs Martin Regenstreif, artist, H. 
Aslin, Curtiss P. Fields. 


New York: Luncheon committee, headed 
by Ken Sneider, now planning for meet- 
ings every other week . . . Membership 
directory now being prepared . . . Club 
has been bequeathed several paintings 
from estate of Henry B. Quinan... 
Club’s traveling show reported in New 
Zealand, being circulated by the New 


Zealand’ Association of Advertising 
Agencies. 
Philadelphia: Recent speakers included 


Feliks Topolski of London and Milton 
Caniff . . . Chuck Allen outlining plans 
and projects for the club show. 


Pittsburgh: Club members and wives at- 
tended showing of Marcel Carne’s mo- 
tion picture, “Daybreak,” ranked as one 
of best ever produced. Film, believed 
lost during war, turned up recently 
. . . Virginia Hubach, social chairman, 
planned the cocktail get-together for 
ADs. 


San Francisco: Life sketch classes with 
SAAD. Thirteen name illustrators, one 
for each of the session, will give help to 


sketchers . . . Jerome Vloebergh is chair- 
man... Annual SAAD Miniature Auc- 
tion held . : . Bill Carson, chairman of 


the committee. 


Washington: Membership chairman Doug 


Art Direction. / The Magozine of Creative Advertising 


Hayes reports 142 members as of Oct. 1 
. . . Club was recently addressed by 
Edward Gottschall, editor of Art Direc- 
tion . . . Program committee chairmen 
Ralph Patterson and Dan Hasson ex- 
perimenting this year with a subcom- 
mittee system — when a program is de- 
cided, a committee member is put in 
charge, selects any or all of committee 
to help. Thus, Phil Kromas was in 
charge of October meeting, Pete Masters 
for November, and Charlie Dunn for 
November dance . . . Georg Olden, crea- 
tive AD of CBS, guest speaker at TV 
Night . . . Hu Noe and his educational 
committee set up the 35th exhibition 
of the New York club at the Washing- 
ton Post . . . Chuck Barnes, just back 
from Sweden, had slides of Anders 
Beckman’s work to show members, also 
posters. 








Francis E. Blod, 
president of De- 
sign Associated, 
Ltd., New York, 
has been named president of the Pack- 
age Designers Council. He succeeds 
Frank Gianninoto, PDC president since 
1955- Blod has been active in industrial 
design for 20 years. Other officers named 
at the annual meeting of the national 
professional group include Karl Fink, 
executive vice president; Gerald Stahl, 
secretary; and Robert E. Van Rosen, 
treasurer. The organization plans to in- 
vite top management to participate in 
exploring packaging’s part in market- 
ing, Blod said. 


F. E. Blod heads 
Package Designers 
Council 


Seven photos illustrate 
New York’s bigness 


For a special report on New York, Busi- 
ness Week recently used seven page 
photos illustrating the city’s congestion, 
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busyness, excitement. Photographer 
Grant Compton shot scenes illustrating 
outline of story. Art Director Dick Wal- 
ters used photos introductory to article, 
with a sentence or two explanation be- 
neath each scene, the whole seven pages 
tied for outline of story. Body of article 
uses spot of signpost of W. 42 St. and 
Broadway as key for each spread. 





Pointed ad Simple but effective ad 

for Mademoiselle shoes 
employs art, copy and layout all tightly 
tied to main theme — pointing up of 
client’s shoe style. Shoe, in red, has 
white throat containing small type line: 
you have a point there! Style name, 
Stilettoe, appears in red below point of 
shoe. Brief information appears in white 
with trade name, so much larger than 
other copy, catching the eye for strong 
impression. This marks the first two- 
color ad in series by agency Irving Ser- 
wer. AD Richard Gertner. Artists: Mary 
Suzuki, Richard Gertner. 





Topolski’s conventions To tell cli- 
ents, pros- 


pects, convention delegates and govern- 
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ment officials how CBS-Television cov- 
ered the 1956 National Conventions, 
the network has sent out an illustrated 
booklet. AD William Golden chose 
Feliks ‘Topolski to illustrate “The Blue 
Conventions.” A foreword explains, 
“Feliks Topolski is one of the very few 
artists who can draw at top speed with 
12,000 people milling about. And _ be- 
cause he is a Polish born Londoner who 
has drawn his way through four conti- 
nents in war and peace he can draw the 
American scene in an election year with 
political neutrality.” 

This sort of assignment was nothing 
new to Topolski whose self-published 
Chronicle earned him a medal from the 
New York Art Directors Club this year. 
The Chronicle was started in 1953 fol- 
lowing a ‘round-the-world tour. It is 
published 24 times a year ($12 annu- 
ally) on brown paper and is a four-page 
1114 x 18 broadsheet, a world-wide pic- 
torial document of impressions of peo- 
ple, places and events. In addition to 
being an outstanding reportorial drafts- 
man Mr. Topolski is fine artist with 
paintings in collections and galleries in 
a dozen countries. He is also a setting 
and costume designer, a portraitist, and 
a book illustrator. In the United States 
he is represented by David Yerzy. 





L. L. Schultz L. L. “Bar- 
appointed vp ney” Schultz, 
Reach, Yates & Mattoon who joined 

Reach, Yates 
& Mattoon after 10 years with the 
Biow Company, has been appointed vice 
president in charge of art at the agency 
with offices in New York and Newark, 
N. J. At Biow, Schultz had worked on 
the new high-style Pepsi Cola and old 
hard-sell Philip Morris ads. Two of 
Schultz’s associates at Reach, Yates & 
Mattoon are Oscar Lunden, AD, and 
Edward Davitian, AD. 
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Buffalo agency appoints Robert S. 


Charles Wagner, Jr., vp Risman Ad- 
vertising 


Agency, Inc., Buffalo, N. Y. has ap- 
pointed Charles H. Wagner, Jr. vice 
president. He has been with the agency 
since its inception in September 1955, 
after working as artist, illustrator and 
advertising consultant. He has been art 
director in department stores and agen- 
cies. A member of the Professional Ar- 
tist’s Guild of Buffalo, he is former 
director of the association. 


Unique ad art 
added to museum collection 


The San Antonio Museum was so im- 
pressed with unusual commercial art 
created by Mike Miksche for Sports 
Illustrated that the museum has ac- 
quired it for the permanent collection. 
Commercial artist Miksche, represented 
by Elaine Brown of New York, produced 
10 life-sized figures depicting Olympic 
sports. He cut the designs from marble- 
patterned papers and mounted them on 
white backgrounds. The art was created 
to publicize 1956 Olympic Games and 
to tie in with 100 sales campaigns by 
department stores throughout the coun- 
try. 


Museum of Modern Art 
Christmas cards available 


Eight new cards have been added to the 
group sold by the Museum of Modern 
Art. They go on sale with more than 
go favorites by American and European 
artists. Cards, on sale in the main lobby 
of the museum, 11 W. 53 St., may also 
be ordered by mail. They may be 
ordered imprinted. Museum members 
receive a 20 percent discount. Eight new 
cards are by Leonard Baskin, Jack 
Zajac, William Krallman, Antonio Fras- 
coni, Joseph Breitenbach, Reuben Tam, 
Grace Hartigan. 


Delta’s Ilton 
named drive chairman 


Alfred 1. Ilton of Delta Brush Mfg. Co. 
has been named chairman of the artists 
material, brush and _ bristle industry’s 
campaign for the Federation of Jewish 
Philanthropies. His co-chairman is Isidor 
A. Rubin of Rubico Brush Mfg. Corp. 
A dinner in honor of Joseph Grum- 
bacher of M. Grumbacher & Co. high- 
lighted the 1956-57 drive. Samuel Flax 
of Samuel Flax Co. is chairman emeritus 
of the drive. 





Pencil package New designs for 
redesigned Joseph Dixon Cruci- 

ble Co. pencils make 
up a family of packages. Before, Dixon 
products used differing packages. The 
company makes Ticonderoga, Dixon 
Anadel, and other products. Ralph 
Quaglia is product development mana- 
ger. A principal change is the use of a 
pencil to form cross stroke of letter x 
in Dixon. Packages use distinctive end 
panel on half-gross box, with illustra- 
tion of large pencil. This is to assure 
attention from shelf where stationers 
usually keep pencils. For dealers who 
do use counter space, tops of boxes have 
more vigorous illustrations. 

The new Anadel box here on the 
right, shows a color spectrum within 
pencil. Other large boxes for other prod- 
ucts have their own individual designs. 
Designer Lewis W. Richards and design- 
ers from the National Folding Box divi- 
sion of Federal Paper Board Co. helped 
Quaglia in planning the new look. 


Look magazine 
begins art series 


A new art series which began recently 
in Look magazine will give background 
on why and how certain masterpieces 
came to be painted. Series, called The 
Story Behind the Painting, will use a 
human interest approach to give read- 
ers greater understanding of fine art. 
Look has had photographers visiting 
museums throughout the world to take 
color photographs of great masterpieces. 
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Rumrill Letter 
recommends page ads 


Following a Starch Cost Rations study 
of ads appearing in Business Week, 
Rumrill Letter, pubiished by Charles L. 
Rumrill & Co., concluded that full page 
space allowed format techniques to be 
adopted which got more than enough 
extra attention and readership to repay 
the added space cost. Rumrill reports 
same conclusion was reached by a Mc- 
Graw-Hill Research Data Sheet. (How- 
ever, a set of average annual Starch 
Cost Ratios for a certain client showed 
that the full-page program, after doing 
well for a long time, began to trail off. 
New theme or format was called for, 
agency reports.) 

The page ads, in all cases, were b/w. 
They were compared to 2% pages which 
sometimes were two-color. Study, which 
covered five years, showed average Starch 
Cost Rations for all ads: noted, 1193.2; 
seen-associated, 110.4; read most, 124.8. 
Average cost ratios of 51 two-third page 
ads: gi.1 noted, 88.0 seen-associated; 
88.2 read most. Average cost ratios of 
102 page ads: 124.2 noted; 121.7 seen- 
associated, 143.1 read most 


Cand Man 


ONAL GHTON 





Femininity in Since you can’t 


liquor advertising show a woman in 

liquor ads, and 
since women were the market this four- 
color ad for Canadian MacNaughton 
whiskey aimed at, free lance art director 
Irving Werbin did the following. Using 
the headline “The Gem of Imported 
Whiskies,” he arranged gems around 
mixed drinks, posed the product on a 
diamond, wrote the line: Every Drink 
A Gem. Necklaces, by the way, are the 
real thing, from D. Gumbiner Inc. 
Agency: L. H. Hartman. Photographer: 
Ben Rose. 
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Discussing silk screen Douglas 


reproduction of designs Lynch of 
Artwork As- 


sociates and Arvid Orbeck of Freelance 
Design, discuss reproduction of their 
designs with Louis Bunce, painter-seri- 
graphist of the Portland Art Museum. 
The three well known Portland (Ore.) 
artists collaborated to produce the silk 
screen panels depicting Melanesian vil- 
lage life. The projects, under the direc- 
tion of Harry Neafie, New York indus- 
trial designer, was for Matson Line’s 
new ships, the Mariposa and the Mon- 
terey. Photographed by Hugh Ackroyd, 
courtesy Matson Navigation Co. 


ATA elects Armstrong 


Walter T. Armstrong, president of Wal- 
ter T. Armstrong, Inc., Philadelphia, 
was re-elected president of the Advertis- 
ing Typographers Association of Amer- 
ica at the goth annual convention held 
recently. Other officers, also re-elected, 
are Harvey Willens of George Willens & 
Co., Detroit, vice president; Mrs. E. W. 
Shaefer, The Tri-Arts Press, New York, 
treasurer. Glenn C. Compton is execu- 
tive secretary. E. G. Johnson of J. M. 
Bundscho, Inc. was elected an honorary 
life member of the board of directors. 
His firm is a charter member of the 
organization and he is a past president 
of the ATA. He was also a director of 
ATA for many years. 


New publication 
previews publications 


Management’s Documation Preview, 
edited and published by Eugene Gar- 
field, will appear the 15th and goth of 
each month. The new publication is a 
collection of contents pages, in advance, 
of leading management publications. 
Further information is available from 
Documation, Inc., Woodbury, N. J. 
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Regent Studios recovers $3500 
from Rapid Art Service 


In a suit alleging $4300 of overcharges, 
Regent Studios recovered $3500 from 
Rapid Art Service. The decision in the 
jury trial was rendered October 31. The 
job had been completed in January of 
this year. 

Al Winer, proprietor of Regent, had 
farmed out paste-up and studio work 
on a job for which he had done the 
creative work for his client. Regent 
claimed that copy, comps, and other 
material had been given to Rapid with 
ample time to make a firm estimate. 
Rapid claimed that the job, as it turned 
out, was more complicated than had 
been foreseeable from the original lay- 
outs, that much overtime was involved 
to meet delivery, that the estimate was 
based on inadequate data. 

The job was estimated by Rapid at 
$4700 and billed for $gooo. Regent paid 
the $gooo in certified checks in order to 
get the job and be able to make delivery 
to its client. When out of court negotia- 
tions failed to reach an agreement, Mr. 
Winer brought suit in City Court. His 
attorney was Arthur R. Silsdorf. 


Thomajan named editor 
of Spoi magazine 


P. K. Thomajan, formerly editor of Art 
Directors Annual and director of public 
relations of the New York Sales Execu- 
tive Club, has been appointed editor of 
Spot magazine. The magazine’s editorial 
scope is being extended to cover the 
entire field of advertising and selling. 





Herbert Green- 


Amos Parrish & Co. 
names Greenwald vp wald, director 

of visual crea- 
tive departments at Amos Parrish & Co., 
Inc. has been promoted to vice presi- 
dent of the company, management 
counsel to retailers and manufacturers. 
With Parrish since 1945, he had been 
executive AD. 
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Visual Communications 
Conference leaders 


William H. Schneider, left, and Salvatore J. Taibbi, 
right, will lead the Second Visual Communications 


Conference to be held at the Waldorf next Spring in 
conjunction with the New York club annual exhibition. Schneider, vice president 
in charge of art and copy and chairman of the plans board at Donahue & Coe, is 
chairman of the conference. He has been vice president of the club twice, has 
edited the Art Directors Annual, and has served on various exhibition committees. 
He was president of the Society of Illustrators for two years. A member of Copy 
Research Council, he recently addressed the group on Motivational Research and 


the Visual Image. 


Taibbi, AD at American Telephone and Telegraph Co., is business manager of 
the conference. A consultant in public relations, merchandising and art, he is also 
a faculty member of Pratt Institute, teaching media—technique control and adver- 
tising layout fundamentals, in the evening school. His paintings have been exhibited 


locally and nationally. 





Publication art 
often good for TV 


The costly color art, carbros and dye 
transfers (and now Type C’s) and color 
transparencies used to create magazine 
ads and direct mail pieces and displays 
can usually be utilized on TV... . so 
said Richard Lewine and Charles Bar- 
kley in addressing a group of N. W. 
Ayer personnel at a recent TV color 
clinic. 

Mr. Lewine is executive producer for 
color programming of the CBS network. 
Mr. Barkley is special color consultant 
for commercial production for the CBS 
network. 

Use of such art and photography 
would save much time and expense of 
preparing special slides for TV, would 
assure visual integration of the TV com- 
mercials with other parts of the adver- 
tising campaign, and is a good way to 
get smaller budget clients started in 
using color on TV. 

Mr. Lewine and Mr. Barkley also 
made several suggestions on how to best 
work with color TV. They advised when 
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supering titles or lettering it is best to 
super over a fairly plain background 
area, a solid color area, to avoid losing 
the lettering in a pattern of colors. 

They also suggested using a b/w slide 
even when supering letters in color. 
The colors can be put in electronically 
better than if the slides were in color. 

It was also pointed out that there no 
longer is such a thing as good or bad 
colors for TV. The only problem today 
is the relationship of any color to its 
neighboring colors. 

Resolution of detail is not as good as 
in b/w TV, therefore, to show fine de- 
tail as on a package, it is advisable to 
move in for a closeup. 


Rochester, N. Y. agency 
builds $300,000 quarters 


Charles L. Rumrill Co., upstate New 
York’s largest independent agency, plans 
to construct a new $300,000 office build- 
ing. Agency’s growth dictated a new 
structure, Rumrill declared. Company 
has 87 employes and expects to bill 
about $6 million this year. 


ATF elects Fisher 


William W. Fisher, director of Ameri- 
can Type Founders and vice president 
in charge of sales, has been elected 
president of the company. He fills the 
position recently vacated by .the sudden 
death of Milton J. Goger. Fisher 44, is 
the youngest president to head ATF, 
oldest type and graphic arts equipment 
producer in the United States. 

Goger, 49, died of a heart attack in 
Bermuda. Born in Elizabeth, N. J., a 
resident of Flemington, N. J., he spent 
his entire business career with Ameri- 
can Type Founders. He, started in the 
manufacturing division as a machinist’s 
helper in 1925 and rose through the 
ranks to become president on April 9, 


1956. 





THE LITTLE LININS THAT WOULDN'T SET FAT 


Ly mr bes tne marke ef much sterme, etal 
— Moinestat: stuff te be exact And no mat 
cer hee much they crammed bim with 





3-D characters are Princeton Pete, 
new lining theme who appears in 

various guises for 
different points of his product — Prince- 
ton linings — is selling Princeton Knit- 
ting Mills to the trade. He’s made of 
actual lining, a whirl of paper collar, 
knitted cap on his balloon head, and 
ink for his features, arms and legs. The 
figure was mounted on board, then pho- 
tographed. Campaign uses Princeton 
Peter plus little stories for each selling 
point. This, The Little Lining That 
Wouldn’t Get Fat, makes Pete skinny, 
layout too, with type blocks (neéded) 
for balance at bottom. Agency: Ehrlich, 
Neuwirth & Sobo, Inc. Art Director and 
Type Director: David H. Charney. Also 
ADing: J. Oshrain, H. Bleiweiss. Art: 
Joan Oshrain. Copy: William Abrams. 
Mack Koven, free lance letterer, did the 
distinctive letter O, embellished with 
flowers, which appears in all ads, begin- 


ning the “Once upon a time.. .”. 
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Carpeting in Magee Carpet Co. cam- 


his house paign featured home 
building in theme, 
copy, art. Hammer used by models 


Carol McCalson, Jim Eilers and _per- 
forming dog is posed against background 
of Plaudit carpeting, much enlarged. 
Couple reads blueprints for “The house 
that Jack built!” Spot in lower right of 
this four-color ad shows a house, thus 
tieing carpets to current high interest 
in home _ building.. Interesting note: 
McCall's, which ran this ad, used Stanley 
Hammers as mailing pieces to ad peo- 
ple, accompanied by note “Let’s ham- 


mer away at it.. .”. 

Agency: Grey. AD: O. Paccione. Pho- 
tographers: Dan Wynn and Marty 
Bauman. 


Lenticulated film 
simplifies TV color 


A new TV development, lenticulated 
film, offers faster developing, for color 
news-coverage, and greater processing 
economy for TV colorfilm programs. 

The new film was described by Dr. 
Alfred N. Goldsmith at one of the ses- 
sions of the N. W. Ayer “color college” 
conducted for Ayer personnel by the 
agency’s TV color production §super- 
visor, Donald S. Hillman. 

Lenticulated film is conventional b/w 
film that has many fine, precisely ruled 
ridges on its emulsion side. The film 
itself is not new. It has been experi- 
mented with for many years by pioneers 
in the development of 3D photography. 
It is used in producing some 3D trans- 
parency displays and also is under de- 
velopment by some of the armed forces 
for aerial camouflage detection work as 
well as for 3D x-ray photography. Color 
film or b/w film can be lenticulated. 

Dr. Goldsmith explained its adaption 
to TV is still experimental. A b/w film 
is denticulated in such a way that the 





different colors in the subject record on 
different planes of the ridges, which act 
like selective lenses for different wave 
lengths of light. Although the film itself 
is b/w, when properly projected it can 
project the TV primaries, red, blue and 
green for transmission of a full color 
program. 

Major advantage of the process is the 
ability to photograph with less favorable 
lighting conditions than color film re- 
quires and the ability to be more rapidly 
processed, as in the case of rush work 
or news coverage. It is also used for 
kinescope recordings. A technical paper 
on such a film was recently presented to 
the annual meeting of the Society of 
Motion Picture and Television Engi- 
neers by T. Gentry Veal, head of tele- 
vision studios, Kodak Research Labora- 
tories. 








Silver ad breaks Superimposition of 
ad taboos line or tone over a 

pattern, tabooed by 
the trade, here occurs for Watson Ster- 
ling, division of Wallace Silversmiths. 
Main art, a spoon of Meadow Rose 
design, has on bowl “reflection” of 
models Kathy Hayes and Fred Vincent 
as bride and groom, carrying out tradi- 
tional theme of silver patterns and wed- 
ding bells. Spoon highlighted by its 
projection into lots of air, type arranged 
around it. Six other patterns are used 
and lots of copy, but effect of airiness 
is kept. 

Photographic problem: to get bride 
and groom reflected on spoon’s bowl. 
Many shots taken, but grotesqueness 
resulted. Finally, “reflection” had to be 
stripped in. Agency: Grey. AD: O. Pac- 
cione. Photographer: Dan Wynn. 
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Warm color This color page for 
draws the eye DuPont Orlon em- 

ploys shades of red, 
from light, soft, and shaded red on 
model Romaine Simenson wearing Tal- 
bott costume, to warm glow above her, 
and shadowed red for type background 
areas. Light picks up model’s bronze 
hair for additional color appeal and 
relief balance to red area. Agency: 
BBD&O. AD: Walt McGovern. Photog- 
rapher: Lillian Bassman. Model: Ro- 
maine Simenson. Fashion Coordinator: 
Russell A. Norris. Effect was achieved 
with 8 x 10 Deardorff camera with over- 
head boom flood with white light — no 
filters. Red seamless paper was back- 
ground material, also covered platform 
on which model rested. Ad was repro- 
duced from original ektachrome. Letter- 
ing on logo by Sam Marsh. Retouching 
by William Way. 


Print Council of America 
formed by 40 leaders 


Authorities in the art world, curators, 
collectors, artists, dealers, and academic 
leaders met recently at the Alverthorpe 
Gallery, Jenkintown, Pa. to form the 
Print Council of America. The new or- 
ganization, nonprofit, was planned to 
encourage and stimulate interest and 
appreciation of original and creative 
prints on as broad a scale as possible. 
Lessing J. Rosenwald, noted collector, 
was elected president. 
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Ad spreads This example of ad for Philip Carey Mfg. which ran in 13 pages 


13 pages 


of Business Week recently, shows clean layout and liberal use of 


white space in drawing attention to some products of client. Each 
spread highlighted one product. Company produces 873. Aim of spread, said 
Philip R. Goyert AD at Farson, Huff & Northlich, Inc., Cincinnati, was to create 
a full 13-page ad with absolute visual continuity rather than just another multi-page 
unit. Ad was turned into mailing piece. Designer/Type Director: Philip R. Goyert. 
Artist: Ed Steinau and Associates. Photographs: Client's file. 











This piece of 
sculpture 
wearing 
Miriam Haskell “Infanta Fringe” jew- 
elry is really Julia Lunt, a live girl, in 
black make-up. She was photographed 
from the back. The photo was then 
stripped to the base. Creates distinctive 
b/w page and perfect foil for sparkling 
product. Agency: Ehrlich, Neuwirth & 
Sobo, Inc. AD: David H. Charney. Pho- 
tographer: Murray Laden. 


“Sculpture” shows off 
costume jewelry 
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New lettering catalog 
features monthly style releases 


There's a complete choice of basic and 
contemporary lettering styles in the new 
106-page 15” x 15” catalog issued by 
Lettering Inc. A feature of the two-color 
catalog is pocket in the back to accom- 
modate monthly style releases. These 
will keep the book current and fresh. 
The monthly releases will be on step- 
down sheets for ease of use in the 
pocket. Book also shows hundreds of 
hand-lettered heading arrangements 
and includes complete style families 
planned and grouped in series of 
weights and proportions. A_ typical 
spread shows the letters in use on the 
left-hand page and the right-hand page 
shows a range of variations in size, pro- 
portion and weight. 

The book will be reissued every two 
years. It is free to customers, sells for 
$10.00 to others. Address inquiries to 
the company at 119 W. 57th Street, 
New York 19, N. Y. 


Litho awards competition 
deadline Jan. 18 


Entries for the Seventh Lithographic 
Awards Competition & Exhibit must be 
in by Jan. 18. Exhibit panels will be 
shown at the 52nd LNA convention, 
April 1-3, at the Greenbrier, White Sul- 
phur Springs, W. Va. Six winners will 


be selected in each of 45 classifications 
of offset-lithography produced in 1956. 
The competition is open to all litho- 
graphers, advertisers, agencies, design- 
ers, etc. A panel of experts will judge 
entries on three values: quality of repro- 
duction from a technical viewpoint; 
excellence of design, art typography and 
general composition; effectiveness of the 
piece for its intended purpose. Entry 
blanks can be obtained from the LNA 
Awards Competition, Lithographers Na- 
tional Association, 420 Lexington Ave., 
New York 17, or 127 N. Dearborn St., 
Chicago, IIl. 





John Strejan of 
Artwork Asso- 


Portland winner in 
stamp competition 
ciates receives 
first place award from Lt. Colonel 
Nathan A. Hays for his design entry in 
the U. S. Air Force 50th Commemora- 
tive Stamp Contest. Second place went 
to Arvid Orbeck of Freelance Design 
studio. Third place was won by Byron 
Ferris of Freelance Design. Judges were 
Wayne Bagley, AD at Cole & Weber, 
William Givler, dean of the Portland 
Art Museum School, and William Mont- 
gomery of Richard Montgomery Asso- 
ciates. Photography by Air Force. 


Atlanta Art Institute 
begins expansion program 


The Atlanta Art Institute, using as base 
its go years of experience in art educa- 
tion, is expanding professional art edu- 
cation. Director Richard H. Brunell, 
member of the Atlanta Art Directors 
club, has several AD associates on his 
staff. Among them are, as counsellor and 
visiting instructor, Glynn Acree, director 
of the graphics department at Lock- 
heed; and instructors Sol Beton, Owen 
Bugg, J. Pat Denman, Ernest DeVane, 
Thurman O. DuVall, Timothy Galfas, 
Robert Hiers, E. M. Lusink, Herbert M. 
Meyers, Robert Rogers, William Suttles, 
Margaret Wesley. 

Marshall Lane, AD at Coca Cola, and 
Meyers are also counsellors. 
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William Hays named New art direc- 
AD of Miami agency tor at New- 
man, Stern and 
Mandell Advertising, Miami Beach, is 
William O. Hays, founder and president 
of the AD Club of Greater Miami. He 
has been AD for Roland-Bodes and 
Flint Advertising for three years and 
chief of the Miami branch of Koehl, 
Landis and Landon. He has also headed 
the William Hays Advertising Art Co., 
Miami. Hays was the first AD to use 
symbolic art in resort crests. This is now 
used by more than 25 Greater Miami 
hotels. Among honors Hays has _ re- 
ceived: first place in National Lithogra- 
phers Association exhibit; first place in 
Southern Graphic Arts Association show; 
first place in Miami AD club show. 


AIGA opens text show 


American Institute of Graphic Arts 
opens a textbook show at Freedom 
House, Wendell Willkie Memorial 


Building, 20 W. 4o St., Dec. 18. The 
show continues through Dec. 28. Board 
meeting of the organization is scheduled 
for Dec. 19. In January, AIGA, will 
ypen a show of the graphic work of 
Ben Shahn at Freedom House, Tues- 
lay, Jan. 8, with the show to continue 
through Jan. 25. A trade book clinic on 
1ew developments in manufacturing 
vill be held Jan. g at the Hotel Shel- 
yurne, 12:30. Magazine clinic is sched- 
iled for Freedom House, Jan. 23, at 


230. 


lew camera for animation 


ngineered especially for Animation, 
ic. of Hollywood, a newly designed 
imera built by Bowlds Engineering Co., 
follywood, is said to have higher oper- 
ting efficiency than current models and 
» have the ability to achieve more in- 
ricate effects. Four picture elements can 
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Only audio Only audio accom- 
is “Sabre Dance” panying this com- 

mercial for Okla- 
homa Gasoline is Khachaturian’s “Sabre 
Dance.” Copy sometimes appears with 
design — tradename, high points, etc. — 
but often only design plus music is what 
viewer-listener gets. Oklahoma spots ap- 
peared during the summer on WGN- 
TV (Chicago) for ballgames sponsored 
by account. Fred A. Niles Productions, 
who did the series, figured that viewers 
left games at intermissions for beer trips 
to the refrigerator. The music identifica- 
tion follows them. In other spots for 
account, a soft voice opens, then an 


._OowFRr 


FPRices 





explosive whoop (again to follow audi- 
ence as it presumably leaves set for 
kitchen). 

The animated free forms used, plus 
the powerful music, were used to convey 
account’s message of power with OPB- 
17. Storyboard and animation was done 


by Niles Hollywood division. Kurt 
Fischinger, who worked on Disney's 
Fantasia, worked on this. Animation 


itself was executed by Niles Hollywood 
staff. Chris Petersen, Jr., is in charge of 
the division. Idea of series was conceived 
by Fred Niles, creative director Ruth 
L. Ratny, and musical director Jerry 
Abbott. 





be moved simultaneously with electrical 
controls oy une operator. This eliminates 
need for double exposures for many 
scenes. Lens has unusual versatility, 
allowing extreme closeups and long 
shots without changing basic settings. 


Art buyers prepick 
portfolio for artists 


Artists’ Guild art file committee have 
obtained an advisory committee of three 


/ December 1956 


art-buying experts to prepick portfolios 
for members of the Artists’ Guild of 
New York. Recently at the Lardas Stu- 
dio, Byron Diachman, AD at Kudner 
agency, Robert Blattner, AD at Reader's 
Digest, and Earl Blossom, illustrator and 
artists’ representative, selected most sal- 
able pieces from artists’ portfolios. The 
Artists’ Guild art file committee is com- 
posed of chairman John Garatti, Ernest 
Brown, Clifford Glynn, Bruno Junker 
and Stanley Brill. 
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linerless two-sided Scotch tape, color keyed 


typewriter ribbons, Land process projection slides 


and magnetic inks now available 





LINERLESS DOUBLE-COATED TAPE: Adhesives 
that won't stick together but hold se- 
curely to other material have made pos- 
sible the first double coated tape with- 
out a protective liner. Scotch brand 
Double Coated tape No. 665 can be 
wound on a roll without sticking to 
itself, eliminating the liner, making for 
easier and faster application. It can be 
used in standard three inch core dis- 
penser’, is available in standard widths 
from 44” to 1”, other widths on special 
order. Minnesota Mining & Mfg. Co., 
Dept. L6-286, St. Paul. 


COLORED TYPEWRITER RIBBONS: Special 
color typewriter ribbons that key with 
the color of Whiteford Bond papers have 
been developed by Remington Rand. 
Ihe new ribbons are called Whiteford 
Ribbons. The IPI division of the Inter- 
chemical Corporation also calls certain 
of its inks Whiteford Standard Printing 
Inks. Whiteford Papers, information on 
matching inks and how that may create 
effective combinations, are available 
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from Schlosser Paper Corp., 350 Hudson 
St., New York 14. 


MAGNETIC INK FOR CHECKS: Because it 
may be accurately read, has low cost, 
and can be conveniently printed, mag- 
netic ink has been chosen by American 
Bankers Association as a mechanical aid 
to cut down the cost and time required 
to process checks. Checks printed in 
magnetic ink can be read by special 
machines. The checks will use Arabic 
numerals rather than codes, to enable 
all banks to process all checks. Cus- 
tomer’s book of blank checks will have 
magnetic ink printing for account num- 
ber, ABA number, a routing symbol, 
and perhaps check serial number. Bank 
receiving the check may reprint in the 
ink the amount and other information 
customer has written in. As the check 
passes through clearing house it will be 
handled by machines which can read 
and collate information printed in the 
ink. 


TWO-MINUTE SLIDES: A new feature for 
the Polaroid Land Camera is Polaroid 
Land Projection Film, Type 46, which 
produces b/w positive transparencies on 
acetate film base in two minutes. Plus 
the two-minute developing time, a few 
minutes more are needed for air drying 
the transparency before placing it into 
a Dippit for hardening treatment. This 
treatment makes the film highly scratch- 
and stain-resistant, easy to clean. Dippit 
is a soft, translucent plastic container of 
hardening fluid. The new product is 
expected to go on the market in the 
near future. Also planned is a slide pro- 
jector for Polaroid mounts for 214x214 
slides. 


CRAW CLARENDON BOOK: Companion face 
to Craw Clarendon has been introduced 
by American Type Founders. Craw 
Clarendon Book is lighter in weight, 
carefully balanced in design, aims to 


create good contrast with Craw Claren- 
don. Is legible for text composition as 
well as display. Designer Freeman Craw 
has also designed a specimen brochure 
showing how the two faces can be used 
together. Face is available 8-72 point 
sizes. Brochure is available from ATF 
at 200 Elmora Ave., Elizabeth, New 
Jersey. 


ELECTRONIC CAMERA FOR SCREENED NEGA- 
TivES: New electronic camera producing 
screened negatives was displayed for 
the first time at the 6oth Annual Con- 
vention of the American Photoengrav- 
ers Association. A laboratory version 
was displayed. A prototype model, 
which can enlarge or reduce copy, is 
being built now. Electronic tone con- 
trol is a feature of the unit. The ulti- 
mate aim for color work is to produce 


fully color corrected screened negatives: 


electronically. Plans are under way to 
adapt the device to gravure negatives. 
Unit is being developed by Fairchild 
Graphic Equipment Inc. 


PAASCHE OSCILLATOR UNIT: New vertical 
oscillator permits automatic spraying of 
panels, boards, strips or other flat pieces 
carried on overhead conveyors. Paasche 
Airbrush Co., 1909 Diversey Parkway, 
Chicago 14, Illinois. 


NEW INTERTYPE FACES: Specimen sheets 
and brochures showing new faces and 
new sizes available have been issued 
by Intertype Corp., 360 Furman St., 
Brooklyn, N. Y. as follows: Brochure 
showing News Gothic with Bold and 
News Gothic Condensed with Bold Con- 
densed; specimen sheets for go pt. 
Cheltonian Medium Italic; 14 pt. Vogue 
Extra Bold Condensed with Vogue Bold 
Condensed; g pt. News Gothic with 
Bold; 18 pt. News Gothic Cond. with 
Bold Cond.; 814 pt. Imperial No. 2A 
Teletype with Bold; g pt. Imperial No. 
2B Teletype with Bold; 51% pt. Imperial 
No. 1B Teletype with Bold. * 
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a monthly feature 





Directions by Stephen Baker 


DIRECTIONS 





We are following the campaign for 
British Woollens, running currently in 
the New Yorker, with considerable as- 
tonishment. 

The photographs introduce us to two 
people—an amiable couple having a 
good time. In this respect, they are no 
different from many others in the ads. 
What stopped us, however, was the 
looks of the gentleman; if our eyesight 
serves us right, he is past forty. He is 
also slightly bald. 

Now this seems to us a fitting climax 
to an interesting trend, slowly pushing 
its way into modern advertising. 

Models picked to represent manhood 
in some of the ads are getting more 
masculine, more “interesting” and, most 
important of all, more mature. The 
Grecian profile, the smooth features of 
the young man in the Arrow shirt ads 
of yesterday, the carefully coiffed ap- 
pearance, seem to be losing their hold. 
Today women think they can very well 
do without these items. 

Fashion magazine editors, people 
with insight into the workings of the 


male model — or model male 


feminine mind, long ago capitalized on 
the presence of this trend when they 
put distinguished-looking gentlemen, 
slightly out of focus, in back of their 
elegant ladies. A cigarette company 
built a highly successful campaign on 
men of character, well past the golden 
years of youth. Movie makers discovered 
with surprise some time ago that old- 
sters like Spencer Tracy and Gary 
Cooper were doing all right in the 
lover-boy department, getting volumi- 
nous mail from women three or so dec- 
ades their junior. Even Edward G. 
Robinson carries conviction as a suitor 
for a chick in her mid-twenties in a 
play currently on Broadway. 

We don’t know how the British Wool- 
len people are making out with their 
campaign, but it seems to us the results 
should be gratifying. Here is a pair, 
genuinely in love. There’s a warm rap- 
port between these two that goes be- 
yond the pleasures of puppy love. Both 
seem capable of enjoying life in _ its 
deepest sense. All this in spite of the 
husband's thinning hair. 
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It seems to us that these ads suggest 
that we may have ignored the power of 
older men in advertising. In the major- 
ity of illustrations we still insist on dis- 
playing men under thirty; most are in 
their middle twenties. One can’t argue 
the fact, of course, that youth has an 
appeal all its own. But so has maturity. 
Women-—of all ages—could readily iden- 
tify themselves with the wife of the 
British Woollen man. What’s more, 
most of them wouldn’t mind the circum- 
stance one bit. 

We could be wrong, of course, but it 
would appear that those who doggedly 
believe in youth as the only feature a 
woman admires in a mate are overlook- 
ing an important facet of her psychol- 
ogy. As any girl can tell you, the long- 
ing for security, home, and just plain 
old-fashioned kindness occupies a large 
place in her hopes. These are things a 
grown-up is apt to provide. 

Art directors might take advantage 
of this fascinating ramification of a 


woman's mind. The British Woollen 
folks already have. * 
33 
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Dr. ing with a knife is a technique 
suc ssfully employed by Alan Dale 
Bo: rad, New York artist. The design 
is anned. on tissue, transferred to 
Coi --aid papers and cut with a single- 
edg. razor. 


ihe technique is more than a gimmick. 
As vith any other art technique, it is 
besi when used with taste and _ skill. 
Sub ie excursions from the line create 
interesting effects. 


The cutout colored papers are mounted 
to i!iustration board where slight changes 
in mounting permit a more unusual 


resuit. 


Striking color effects plus the free feel- 





ing composition can make these pieces 
fresh and striking. Some of the com- 
panies whose campaigns have used Mr. 
Bogorad’s technique are Burlington 
Mills, Park & Tilford, Celanese Corp.. 
Oriant Lines, Textron, Esquire Socks. 
In addition to using this technique for 
magazine and newspaper ad _ illustra- 
tions, it is particularly effective for win- 
dow and in-store posters and displays. 
For black-and-white jobs, different 
shades of grey paper are used. 


As the accompanying illustrations show, 
the technique is adaptable to delicate 
line work as well as to bolder postery 
effects. © 


tration can be achieved by the razor blade technique 
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by Jack Cushing, Johnstone & Cushing 


for adults only . 





advertising comic strips are aimed at adults — 


why do consumers read them? why do some ADs hate them? 


what’s new in art techniques? how has TV affected comic art? 


Comic strip advertising is making a 
strong comeback from a period of reces- 
sion. Why did comic strip advertising fall 
off? Why is it bouncing back? Why do 
some art directors take a dim view? 

For years, readership studies have 
shown comic strips to be one of the 
best read sections of newspapers (next 
to news headlines and news pictures) 
—and comic strip advertising in comics 
sections get exceptionally high reader- 
ship ratings consistently. 

Despite this, and due largely to bad 
publicity for some newsstand comic 
books that were in bad taste, there was 
a fall off in comic strip advertising. Ad- 
vertisers are returning to the comics for 
two reasons: they realize the offensive 
strips are not in the mass circulated 
papers and have nothing to do with 
comics as an advertising medium, and 
they could not find any other media 
where they could get so much readership 
for their money. 

We use the word “readership” in the 
full sense of the word. We don’t mean 
“noted”. We mean read. We mean that 
in comic strip advertising more con- 
sumers read the copy from one end to 
the other than most other conventional 
ads prepared in other layout forms... 
and that goes for the best art, photo- 
graphy and design there is. And we 
mean that adults read them. As Bud 


Fisher (Mutt & Jeff) said, “I draw my 
strip for the grownups—the kids will 
read it anyway.’ 

For evidence of readership, see the 
Starch reports. Many comic strip ads 


average 25%, read most. An average 
well managed continuity strip gets 
about three times the “read most” score 
that magazine or display style ads ap- 
pearing in the comic section receive. 
This year, in a Chicago Tribune reader- 
ship test, many strip ads were noted by 
more than 50% of the men and women. 
“Read most” figures for these were 
about 16%, considerably higher than 
the average ad in Life or Saturday 
Evening Post for example. 

The effectiveness of the comics media 
for reaching mass markets is indisput- 
able. If this is so, why do ADs turn 
away from it? 

Is it because the AD finds no chai- 
lenge in comics? Is it because in the AD 
club shows comics ads never win prizes? 
Does the ad manager want comics space 
because they sell his goods and he 
doesn’t care how many AD medals his 
ads win? 

Perhaps the AD sincerely believes the 
comics are at a taste level below that 
of the company or the product he is 
handling. But the mass market devours 
the comics—and if effective communica- 
tion is what the AD wants, is it right 
for him to ignore this mass media? When 
it comes to reaching your market, don’t 
fight "em. Join ‘em. 

We would like to be able to say that 
the esthetic considerations of the AD 
and the marketing problem of the ad 
manager have a common _ meeting 
ground in the comics. We would like 
to say with a straight face that all you 
have to do is use stylized art and smart 
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Su -nsdown Cake Mix — The house- 
wi!.’s dilemma. A very popular format. 


Rusty and Dusty — an adventure strip 
for Vaseline Hair Tonic. Plug comes 

in next to last frame. No big package 
here 


| ON A TRIPTIONEW YORK, RUSTY AND OUSTY GO A 
| COMBDY ON BROROWEDY... SETTING NINE NEXT BOX ARE THE 
Cau! 


Betty Bite Size — pixie or character 
strip. This one is for Shredded Ralston. 
Tie sales message starts in the third 
frome and is an integral part of the 
story. Another version of the house- 
wire’s dilemma. 


} BOTH COMPLETE MIXES 
Just add mil, beat and bakes | / 


"Rls aor & very aes 
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Ford cars — a demonstration strip. . 
It’s all ad, in comic strip form. RI 
Informative and highly effective. ‘ 
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don’t believe in talking animals or 
animals who eat cereal. 


Ze Cs are ae ae rae ee Sugar Crisp Bears — talking animals. 
< 3c pee aie a) < Cute, but comics experts feel readers 
3 = Gs 


copy and you have something that if food. ¢ g 
both esthetically fresh and pleasing an Here 
also sales effective. ADs plat 
But it just ain’t so. If you want « ship and 
exclude a big chunk of the market to 
and communicate strongly to a selecte( os é 
audience, stylized techniques may be 2 If | 


just fine—but then why use mass media 














If you want to reach a mass market vi an 

mass media, speak the language of th ( : 

consumer. Use the several variations 0 3 _ 

the comic art technique which hav re 

been proven over and over again. oe 

P : a, >" ' Cornball, hackneyed, unexciting frow 1 yn 

WITH ARM IN CAST! ; the artistic viewpoint they may be. Bu en 
caapate Seaagen port game. Fuyay <ine tute a = . ‘ the comics — the traditionally _ style thre 
i —-ats. “ea : comics—cannot be beat for mass com 5. Try 
municating. thar 

Comic strip ads are not only wel tell 

Purr BA WRIST OF WINE HAD ME GO TENSED UP noted and read, but are sales effectiv 6. Don 

I COPTEDNET OREO TETER. when properly done. Keynote to sale the 

Janae nnn td gt rth effectiveness is believability. If the char succ 

D0 A OMB THEN AF BERD nk, acters are believably depicted, the read ond 

er will go along with the story. He o ball 

she establishes an identification wit}: th 7. Hav 

strip character facing a similar prob strip 

lem and gets the message by indirec ion in a 

This is a low pressure sales techn qut 8 Don 
Most people resent being told direct! fram 

to do this or do that, buy this, ¢ rin Gq Get 

that, as is often the approach on : adi the 

and TV. But in the comics one_ tri he m 

character tells another what to do and stri vs are 

Beech-Nut Gum — the testimonial by indirection the reader, instea! of edi orial 


building a resistance to a direct mes a6 Mo-t succe 
sees that if the product can help Jo® rov -d suc 
Blow it can help him too. Alth ug rea ership 
Ford successfully uses the comics, no suc essful 
users of comics are by inexpe sive \ ‘ill cor 
quick-turnover products such as 0a ab) to uss 


strip. Based on a sports or movie star. 
Warning: Can you be sure your 
celebrity doesn’t wind up in a juicy 
scandal at press time? It has happened. 
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The 


— the balloonless 
approach. 





Arkin Girls 





The Tender Family — the all-in-one 
cartoon. Requires expert handling to 
avoid confusion. Usually cornball 


but effective. 


food, cigarettes. 

Here are a few suggestions to help 
ADs plan comics for maximum reader- 
ship and sales effectiveness: 
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Imitate the editorial strip format 
as Closely as possible. 

If possible, title the strip to re- 
mind the reader of the product. 
(Example: Pepsi & Pete). 

Avoid too large a sales package at 
the end of the strip. It will drive 
readérs away. 

Get as much interest and excite- 
ment going in the first two or 
three frames as possible. 

Try to limit each balloon to less 
than 14 words. Let the picture 
tell some of the story. 

Don’t worry about bringing in 
the product too early. It has been 
successfully mentioned in the sec- 
ond and third frame, in the 
balloon. 

Have one of the characters in the 
strip express the final ad message 
in a balloon. 

Don’t jam too much into any one 
frame. 

Get change of pace and focus into 
the strip. 


he most sales-effective advertising 


s are patterned after the best read 
wial strips, just as many of the 
successful non-comic ads have bor- 
d successful editorial styles to boost 


ership. Here are some of the most 


‘ssful techniques used today. 
ill comic strip advertising ever be 
to use the kind of art that creative 


people seem to prefer—stylized tech- 
niques, for example? 

Indicative of the beginning of this 
new direction for comics is the Listerine 
strip illustrated here. This was pre- 
pared by Lambert & Feasley (cartoonist 
Richard Johnson) and may show the 
shape of things to come in comic strip 
advertising art. It is clever but its sales 
effectiveness has yet to be determined. 
The Arkin Girls ad, which appeared 
recently in the New Yorker, also points 
to a new direction in comics — comic 
strip format without balloons, without 
story, in fact, to off the latest 
fashions. Smart, sophisticated, but not 
for a mass audience. 


show 


We think the day when more stylized 
art will be used in the comics 
approaching, largely because of the im- 
pact of TV. The Piels Brothers (Harry 
& Bert) have been warmly received by 
a mass audience. Not only have they 
been directly responsible for a great 
boost in sales of their beer, but their 
commercials, though seen only locally, 
have topped national polls as the com- 
mercial liked best. True, the voices of 
Bob & Ray have had a great deal to do 
with this, but the increased exposure 
of the mass market to Harry & Bert, to 
stylized characters that will be seen in 


ads is 


TV commercials this year, will awaken 
and change public taste and bring about 
the day when comic art can please both 
the AD and the mass market. But until 
that day is here, the techniques illus- 
trated and described here are the best, 
saleswise. s 
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Listerine — stylized comic art, a new 
trend? Milton Caniff was consulted 

in developing this campaign. 

(All strips shown, except the Listerine 
strip, were produced by Johnstone 
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BUILDING 
A TRADE 
PERSONALITY 





OBJECTIVES: (0 create a distinctive 
ad format and trade personality for the 
Dean Milk Company, this advertising 
would have to communicate in a friendly 
way the advantages of doing business 
with Deans 


1) The bird watchers startled by their 
own creation. Reading from left to right: 
Bob Blackburn, Creative director of 
Clinton E. Frank, Inc., Len Rubenstein, 
A.D. and free-lance artist John Averill. 


2) The bird flys off its perch on the 
mailbox to talk with the grocer. 

3) The distinctive Averill style of art 
helped build quick identification. 


Line copy reduced plate costs and 
insured clear reproduction. 


4 


~~ 


5) An announcement advertisement to the 
trade showing the proud “papa bird” 
with the latest addition to the 
Dean line of dairy products. 


6) Once the bird from Deans was firmly 
established a “follow-up” campaign was 
begun using the animated bird with 
“live” candid photos of grocers 
landing Dean’s as a dairy supplier. 
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For many years the Dean Milk Company 
ad\ rtising had carried the phrase “Look 
for 1¢ Bird on the Mailbox” plus a pic- 
tur’ of a bird perched on a rural mail- 











bo. This appeared on all package 

desi ns as well as consumer advertising. “REPEAT BUSINESS— 
Fol! wing a number of creative meetings THAT’S WHY 

of ::e Clinton E. Frank copy and art 1 CARRY DEAN’S...” 
people it was decided to lure the bird ene : “<a 
off \.e mailbox and put him to work as 


the “emissary” from Deans. 


Since the Dean Milk Company distribu- 
tion is regional it was decided that a 
“mid-western” look would be most ap- 
propriate. Simulating the unique style of 
artist John Averill, AD Len Rubenstein 
designed the layouts, Creative Director 
Bob Blackburn co-ordinated the copy, art 
and contact. Layouts and copy were sub- 
mitted and approved. Next a few in- 
formal idea meetings with “JA”, the 
creative director and art director then 
the campaign was underway. 








Cliff Carlson, Dean’s ad manager says; 
“Our route men, outlets, management— the Cheinialegay 
all have been enthusiastic about our sda ii 
trade campaign—this friendly advertising ———< es te 
and enthusiasm along with grocer en- oe ees tee een ee 
dorsement show up on the sales curve.” : oe “ 
rhe initial campaign was designated a 
the outstanding Black and White trade Dean Milk - Company 
campaign of the year by the Chicago vane 
Federated Advertising Club. 6 


“My customers know ond like Deon's 
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Give your hands 
the extra protection in Trushay 


Ram a bold shoulder to summer! 








Strapless Bras 
t 


WARNERS 


skepticism & understanding 


The Trushay hand lotion ad and the 
Warner's brassiere ad appeared in the 
Ladies’ Home Journal during the past 
twelve months. Here are some of the 
analyses findings of readers’ responses 
from the Starch Reader Impression 
Studies. 

Skeptics are not rare in advertising, 
and there is probably a layer of skep- 
ticism in all of us. Some advertisements 
provoke many more, “I-don’t-believe-it” 
comments than others. The key to this 
doubt probably lies in the inability of 
the reader to identify with the human 
factor in the advertisement, i.e., the 
model, her clothes, her circumstances. 

This hand lotion advertisement, while 
it fared quite well in general, had a 
number of skeptical respondents. What 
they doubted were not the claims made 
for Trushay but rather the role of the 
model whose hands were shown. They 
did not believe that those beautifully 
soft, slender and graceful hands actually 
grovelled about in the soil, sucking up 
the dirt and grime. “She has the hands 
of a lady, not a housewife,” “Her hands 
looked too clean for a gardener,” “I 
don’t imagine she really does work in 
the dirt,” were typical comments. 

Another type of skepticism is re- 
vealed by the “over-alert” respondent. 
She generally brings to bear upon the 
advertisement her own solution to the 
pictured problem. In this advertisement 
it was suggested that the model might 
also wear gloves while gardening. 


This sort of advertisement which fea- 
tures an “idealized” result effected by 
the use of a product has the advantage 
of being highly persuasive for those who 
accept it. At the same time, it is highly 
vulnerable to the Doubting Thomases. 

In advertisements where a turn of 
phrase or a clever design twist catches 
the reader, the effectivenesss of the ad- 
vertisement as a whole depends largely 
upon reader comprehension and _in- 
terpretation. A_ relatively harmless 
phrase can lead to associations which 
defeat the very essence of the advertise- 
ment. 

The Warner advertisement is a suc- 
cess story in this area. The copy, intro- 
duced by the headline, “Turn a bold 
shoulder to summer’’ was termed 
“clever.” The literal but sophisticated 
representation of the sun did not dis- 
tract readers but went straight to the 
heart of the matter—the strapless bra. 
It is interesting to note, however, that 
readers in the upper middle class were 
less literal in their interpretation of the 
advertisement than those in the upper 
lower class, i.e., they wasted few words 
on the sun or season and concentrated 
almost directly on the bras. 

The good taste of the advertisement 
is borne out by a respondent (over 66 
years of age) who begins by comment- 
ing on the “nudity” which was absent 
in her day and continues to find high 
acceptance for the modern-day “com- 
forts” depicted. © 
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1957's calendar girls will shed pounds, add clothes, and 
share the spotlight with community interest themes 
and Officer Kelly. Officer Kelly was done by Clair Fry, 
Brown & Bigelow creative director. Gil Elvgren of 
Chicago did the “Waiting for you” illustration. Both 








pis © by B&B. 


TASTE TRENDS... 


1957 calendar art 


shows girls sharing spotlight 


with community interest subjects 


What are some of the guideposts that 
go into developing popular calendar 
art? 

1. Sensitivity to the slightest trend in 
tastes; 2. Recognition of an artist that 
has popular appeal; 3. Honest recogni- 
tion that tastes vary, although once a 
taste is developed it remains pretty well 
channeled. 

Then there are regional preferences. 
The mid-West enjoys farm scenes; cow- 
boy pictures still rate very high in the 
Southwest. 

Original art work continues to be 
the most popular form, with the excep- 
tion of the use of Kodachromes in the 
travel field and animal subjects. 

These are some of the facts of calen- 
dar life according to T. J. Rurik, vice 
president, creative division, Brown & 
Bigelow, St. Paul, leading calendar pub- 
l'sher in the world. 


facts of calendar life 


Acceptance of calendar art by mil- 
ms of Americans is basic to the calen- 
ir publisher. More than 120,000,000 
‘alendars will go up on the nation’s 
alls January 1—and homemakers 


ould hang more if they liked the pic- 
ire, surveys have shown. 

An analysis of the orders placed for 
57 calendars indicates the following 
ste trends: 

Next year’s calendars reflect a new 
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development: a community spirit, sym- 
bolic perhaps of the expanding suburbs. 
Typical of these in the Brown & Bige- 
low line are “Officer Kelly” and _ its 
safety theme, a fire prevention calendar, 
4-H and the Boy Scout calendars. Other 
popular subjects are patriotic and reli- 
gious calendars. 


travel subjects 

Travel subjects—original art work and 
Kodachromes—also will be seen in great 
numbers in 1957, sales orders show. 

Girls, still an important subject in 
any calendar line, now must share the 
spotlight with the community interest 
subjects—a far cry from the dominance 
of girl calendars during World War II. 

Although calendar publishers cannot 
with certainty predict which calendars 
will sell the best, certain artists have 
developed a following. Many a family 
looks forward to Rockwell’s Four Sea- 
sons calendar. In addition, businessmen 
develop a program of distributing an- 
nually the work of one artist and a 
franchise is established. 

Brown & Bigelow, with more than 35 
commissioned artists, over 200 in its St. 
Paul art department, watches how an 
artist’s first few calendars are received. 
If the reaction is favorable, steady as- 
signments result for these artists. Ralf 
Armstrong has been painting Brown & 
Bigelow girl subjects for almost 35 years 
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and is still going strong. 

In the last few years, Paul Detlesen’s 
nostalgic scenes have attracted a loyal 
following. He describes his own work 
as follows: 

“I dream up a place and use my 
color slides to get realism in every de- 
tail . . . If there is any one reason for 
the popularity of my paintings, it is 
because I like all people and have 
respect for public opinion. My favorite 
painting is also the public's . . . My chief 
aim is to please the greatest number of 
people with my creative effort.” 

Success of Maxfield Parrish and _ his 
individualistic landscapes points up the 
variety in calendar art. 

Clair Fry, Creative Director, recalled, 
somewhat ruefully, when the company 
went a little too far ahead of public 
tastes and tried to “create” a demand 
for fine art in the 20's. A nationwide 
contest was held with a vast amount of 
publicity—and it was a complete failure 
when the ultimate orders were added 
up. 

But the firm is ready to probe for the 
public’s acceptance point for modern 
art, for example. In its playing card 
line, it currently is introducing a Mod- 

(continued on page 56) 

















new high in comedy’ 
THE STEVE ALLEN SHOW presenting 
(MOGENE COCA ELVIS PRESLEY. ANDY GaireyT> 
CYOH GORME, STEVE LawneNcE, ~ 
GENE CAYBURN SKITCH HENDERSON 


tonight at 8 m4 











upcoming photographer 


29 year old Alfred Gescheidt is a native New Yorker 
with an extensive background in art and 
photography. Upon graduation from the High 
School ot Music and Art, he trekked West to 
study at the University of New Mexico in the 
Art and Photography departments, then East for 
a hitch with the Art Student’s League, and 
another trip West, this time to the Art Center 
School in Los Angeles. He first worked as a 
photo-journalist, won the S600 fourth prize in 
Life’s contest for young photographers, and saw his 
work published in Life, Collier’s, This Week 
Magazine, and Pageant. He opened his own 
studio in 1952, and for the past three years has 
been working almost exclusively in advertising. 
Agencies include: Doyle Dane Bernbach; 
Cunningham & Walsh; Doherty, Clifford, Steers & 
Shenfield; Grey; Douglas Simon; William Douglas 
McAdams. His work has been seen in the last 
three Art Director’s shows, and on over forty 
Columbia Record Covers. He is best known for 


his humorous and imaginative illustration. - 
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tops in Atlanta 


The best art and design created and pro- 
duced in the Atlanta area was recognized 
and exhibited at the annual show of the 
Art Directors Club. The awards were 
given at a Fall meeting. Show judges, 
both from New York, were Herbert L. 
Daugherty, consulting AD; Monte 
Johnson, of Robert Otto International 
Advertising. 
1) Poster 

Artist: Atlanta Paper Co. art dept. 

AD: Herbert Meyers 

Client: Atlanta Paper Co. 


Illustration, line 

Artist: Jim Schell 

AD: Ruds Harley 

Client: Journal, Constitution 
Magazine 


Illustration, wash 
Artist, AD and client: William 
Suttles 


Illustration, color 
Artist, client: William Suttles 


Photography, b/w 

Photographer: Timothy Galfas ; 
AD, client: Timothy Galfas THREE MEN iw a ag: 
Photography, color 

Photographer: Timothy Galfas 

AD: James Lee 

Client: Coca Cola Company 


TV art 
Artist, AD: Robert Hiers 
Client: Boy Scouts of America 


Cartoon, stylized 

Artist: Atlanta Paper Co. art dept. 
AD: Herbert Meyers 

Client: Atlanta Paper Co. 
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Prezebel to Compton Richard P. 

Prezebel, 
elected president of the Kansas City 
AD club, has beten transferred to Chi- 
cago where he is art director at Comp- 
ton Advertising. He had been AD for 
Potts, Woodbury, Inc. in Kansas City, 
Mo. since 1948. 





Leo Burnett execs New offices 
check new headquarters of the Leo 

Burnett Co. 
at the Prudential building are checked 











. ARTIST MATERIALS 
712 N. STATE ST. 


Serving Chicago Artists 
For Over 25 Years With — Craftint — 
F. Weber — Winsor Newton — Krylon 
Zipatone — Art-O-Graph 


U_7-2006-7 














by Richard N. Heath, president, point- 
ing to blueprint, and right, Cliff Irwin, 
assistant secretary; Bob Hampton, art 
buyer, and Ted Mendl, office manager. 
The agency is low located on five floors 
of the Prudential. Maria Bergson Asso- 
ciates of New York planned the space, 
designed the offices, coordinated color 
schemes. 








Sorenson ups three W. T. Sorenson 

and_ Associates, 
Inc., Chicago advertising art and pro- 
duction service, announces the promo- 
tions of three executives. Kenneth C. 
Wittenberg, formerly vice president, has 
been named executive vice president. 
Thomas G. Yamada, formerly director 
of sales promotion, has been named vice 
president. Edward C. Stern has rejoined 
the company as vice president and sales 
manager. He was advertising manager 
of Robertson Photo-Mechanix. 





Delbert Dally, who 
has been with 
Compton Advertis- 
ing for over two years, has been named 
head art director in the Chicago office. 
He formerly was AD at Doremus & Co. 


Compton names 
head AD 


University college offers 
evening graphics courses 


The first :program in the middle west 
offering integrated course sequences on 
the collegiate level leading to a certifi 
cate in publishing and graphic arts is 
being offered at University college, the 
downtown center of the University of 
Chicago. A total of 20 courses in book 
and magazine publishing, advertising, 
printing and graphic, design will be 
offered during the coming year. Courses 
are both designed to meet needs of pro 
fessionals and to train those entering the 
fields. Ben Rothblatt, former Rand 
McNally book editor, directs the pro 
gram in publishing and graphic arts. 
Faculty includes R. Hunter Middle 
ton, director of the department of type. 
face design, Ludlow Typograph Co., and 
former chairman of the Aspen Interna 
tional Design Conference; Dan E. Smith 
director of design and visual communica 
tions, David C. Cook Publishing Co.; 
Ernest C. Allen, group art director 
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advertising art 
designer 
milwaukee 
detroit 

chicago 





e@ 28 


john higgs studios, inc. 


matt kastelic 

1050 empire building, broadway 1-8353 
704 donovan building, woodward 2-5302 
6 n. michigan, central 6-2752 
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when you 


work with 
th DESIGN GROUP 


of Whitaker Guernsey Studio, Inc. 


444 East Ontario Street 
Chicago 11, Illinois 





chicago 


Tatham-Laird, Inc.; Herbert Pinzke, de- 
signer and art director of Our Wonder- 
ful World; Clay Timon, executive vice 
president, Whitaker-Guernsey Studio; 
Gordon Martin, designer and typogra- 
pher; Greer Allen, designer and typog- 
rapher, The University of Chicago Press; 
and other executives in the fields to be 
covered during the courses. A detailed 
brochure may be secured by writing 
Director, Program in Publishing and 
Graphic Arts, University College, 19 
S. LaSalle St., Chicago 3. 


Contemporary art & design 
noncredit courses at IIT 


Two seminars dealing with contempo- 
rary art and design are conducted by 
leading figures in the field at evening 
sessions at the Institute of Design, IIli- 
nois Institute of Technology. The semi- 
nars are noncredit and are open to 
all interested adults. Lecturers in the 
art series include Richard Florsheim, 
painter and lithographer; Allen Frum- 
kin, art gallery proprietor; John Wad- 
dell, art educator; Aaron Siskind, photo- 
artist; Misch Kohn, visual designer. 

Industrial designers who will lecture 
and lead discussions are Jay Doblin, 
director of the Institute of Design; 
Richard E. Baringer, architect; Bruce 
Beck, package designer; Fred Keck, 
architect; Hap Smith and Jean Reinecke, 
designers. 


Chicago clips 


George Stefek, 30, is founder and presi- 
dent of local firm employing new ad 
media in the form of cardboard used by 
laundries for packing men’s shirts . . . 
His new business, grossing $1 million 
yearly, and Stefek are covered in article, 
Stuffed Shirt Success, appearing in No- 
vember issue of Success Unlimited . . . 
Three-day exhibit of the work of the 
Frank Lloyd Wright Foundation was 
featured recently in the Bal Tabarin 
of Hotel Sherman as part of the festivi- 
ties surrounding Frank Lloyd Wright 
day and the presentation of an eight- 
foot high visualization of.the “Illinois,” 
the architect’s projected mile-high build- 
ing .. . Artist Franklin McMahon, who 
was sent by Life magazine to cover the 
court-martial of $/Sgt. Matthew McKeon, 
addressed members and guests of the 
Sociéty of Typographic Arts at the first 
dinner meeting of the season... 

Andrew F. H. Armstrong, vice president 
in charge of creative services for Leo 
Burnett Co., was a featured luncheon 
speaker at the two-day meeting of the 
central region, 4 As. e 
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ARTISTS’ MATERIALS 
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© SC/SSORS-TIP ARTe 


The most convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissors-Tip way. Free sample 
copy, yours to use, no obligation. Address... 


MULTI-AD SERVICES, INC. 


Box B 806 Peoria, Illinois 
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‘Igin Davis Studios 
adds production manager 


\l Kane, who was assistant advertising 
manager at Revell, joined Elgin Davis 
Studios, Inc., Los Angeles, as production 
department manager. Kane has had 
wide experience with agencies and 
manufacturers, working with Harring- 
ton-Richards, Fairfax Advertising, Hil- 
ton & Riffoon and in the east, with 
Ogilvy, Benson & Mather in New York. 
He becomes the 36th member of the 
Elgin Davis staff. 


San Francisco club 
approves Portfolio ‘56 


The Artists Club of San Francisco show, 
Portfolio '56, reviewed by art buyers 
and art directors, won: the approval of 
AD club president Bert Rudolphi_ be- 
cause the show was designed primarily 
for ADs and buyers. Under one roof 
were examples of practically all avail- 
able art talent in the area. Unjuried, 
the show policy made it possible for 
artists to choose pieces which in their 
own opinion represented their best. 
The show's practicality, said president 
Rudolphi, saved ADs’ time, for to see 
all the samples in normal means of 
interviewing would take months. Also 
the show made spot comparisons of 
artists possible. 


West Coast clips 


!4AA has opened a regional office in 
San Francisco at the Russ building, 235 
Montgomery St. John L. Del Mar, 
executive in charge, will be assisted by 
fargaret Dodd. Both had been assigned 
(0 western region responsibilities at the 
\s headquarters in New York . . . Play- 
ouse Pictures received honorable men- 
on for “Old Lady and the Shoe” 
nimated tv commercial, at the Third 
nternational Advertising Film Festival 
t Cannes, France. Spot was produced 
x Ford Station Wagons through J. 
Valter Thompson . . . Sterling Sturte- 
int designed the cartoon commercial 
nd created story. Bill Melendez, direc- 
x... Budd Coleman of Harte-Cole- 
ian & Associates and Lou Danziger, 
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designer, held seminar at Chouinard on 
production and theory of advertising 
design . Also at H-C: Dick Kuhn, 
new sales rep, formerly with Advertising 


Designers . . . Santiago Laifer, decora- 
tive illustrator, added Illustrator 
Carl Critz, leaves for New York for 
study. 
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NORMAN PRICE 
Vice President 
and Account Director 





Thirty-four top talents...each percolating with lively 
and fresh but sound and skillful art to create new 


sales stimulus for your client’s products. 


for a complete 
showing give 
us a call. 
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3 Dimensional art 
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Philadelphia Museum 
offers professional courses 


Refresher and intraining art courses for 
professionals, as well as general art 
studies for serious amateurs, are offered 
in the evening school program of the 
Philadelphia Museum School of Art this 
year. Ben Eisenstat, artist and Museum 
school instructor, will be acting director 
in the absence of Morris Berd, who has 
gone abroad for one year. A new pro- 
fessional program makes it possible to 
take a four-year course in a major field, 
leading to a certificate. Six new majors 
are advertising design, fashion design, 
fashion illustration, industrial design, 
interior design and photography. Off- 
cers of the school are E. M. Benson, 
dean; Willard P. Graham, registrar, 
E. Bruce Thomas, director of admis- 
sions. 


Philadelphia Art Alliance 
names new chairmen 


New chairmen of the Philadelphia Art 
Alliance are Branton Holstein Hender- 
son, head of the admissions committee; 
C. Preston Andrade, Jr., architecture 
committee; Virginia Wireman Cute, de- 
sign committee; Dr. William Rex Craw- 
ford and his wife Dorothy head of the 
FiveO’Clock committee; Rafael Sabatini, 
chairman of the Everyman’s gallery 
jury; Horace P. Camden, Jr., house com- 
mittee. 


Typo Photo-Composition 
expands facilities 


Installation of a fourth Fotosetter pho- 
tographic line composing machine is the 
latest move in the expansion of Phila- 
delphia’s Typo Photo-Composition, Inc. 
Samuel A. Dalton is president of the 
company. Parent corporation is Typo- 
graphic Service. The Fotosetter, manu- 
factuired by Intertype Corporation, was 
the first automatic, Keyboard-operated 
machine to produce photographic type 
composition on a commercial basis. It 
produces justified composition in galley 
form directly on film or photographic 
paper in one operation. 

Typographic Service is the second 
largest advertising typographer in the 
country. Dalton reported photocomposi- 
tion accounts for one-sixth of total over- 
all corporate sales. The company was 


reorganized early this year with all pl o- 
tocomposition activities split away fron 
conventional hot metal typesetting op. r- 
ations. Typo Photo-Composition, I: c. 
was formed to handle cold compositic a. 


Mel Richman Studios 
adds to staff 


Three groups at Mel Richman Studios 
have each been expanded by one man. 
The illustration group added Bob, Had- 
den who is from Cincinnati where .¢ 
worked on top national accounts for :6 
years. John Dixon, former art director 
at Al Paul Lefton Co. in Philadelphia, 
joined the design group. The retouch- 
ing group added Jack Lier, color re. 
toucher, formerly with John F. Stillmun 
Art Service. Lier had formerly becn 
with Richman but was absent for the 
past five years. 

Dan Moerder, head of the photo. 
graphic studio, has been appointed to 
the administrative board. Other mem- 
bers of the board, which sets policy and 
directs future planning, are Mel Rich- 
man, Robert G. Seidman, Albert Storz, 
Rudy ,Garcia, Tony Cianfrani, Robert 
Cawley and Antonio Granados. 


Philadelphia clips 


The memory of sculptor and_ teacher 
Leona Braverman will be honored by 
the founding of the Leona Braverman 
Memorial Fund. A group of Philadel- 
phians have initiated the fund to make 
available an annual award to a local 
sculptor exhibiting at the Pennsylvania 
Academy of Fine Arts. Inquiries may be 
directed to Sylvan C. Balder, 1528 Wal- 
nut St... . New art editor of the Eve- 
ning and Sunday Bulletin is Dorot/iy 
Grafly, chairman of the Art sculpture 
committee. She succeeds the late Walter 
Emerson Baum. . . Art Alliance Medal 
of Achievement, awarded for advance: 
ment of or outstanding achievement in 
the arts, will be presented at the Art 
Alliance annual dinner meeting in 
March. 








Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 
* Bourges sheets * Craftint 
* Kemart materials ¢ Zipatone 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 
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STUDIO 

BILL MOORE 2. 
rittenhouse 6-3116 + philadelphia 3 pa. 
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Children’s art classes 

Reba Weiner is directing classes for 
children at the Philadelphia Museum 
School of Art. Inquiries about the pro- 
gram should be addressed to Mrs. 
Weiner in care of the Museum school, 
Broad and Pine Sts. 








what’s new 





(continued from page 16) 


GRAVURE COPY FILM USE. New data leaflet 
by Eastman provides exposure and 
processing instructions for use with 
Kodak Gravure Copy Film. Leaflet is 
perforated for insertion in Graphic Arts 
Handbook. Free from Sales Service Divi- 
sion, Eastman Kodak Co., Rochester 4, 
m. ¥. 


PHILMAC TYPE SHOWINGS. Perforated page 
showings of Brody, Heritage, Legenda, 
Quillscript (Thompson) with optional 
letters, Repro Script, Studio Bold. Avail- 
able from Philmac Typographers, 318 
W. 39 St., New York 18. 


STRATHMORE PAPER BOOK. A Saul Bass- 
designed booklet of paper showings by 
Strathmore. Actual samples of jobs done 
on Strathmore Expressive Papers with 
colorful and interesting designs chosen 
to show off paper possibilities. All types 
of printing processes used. Available 
from Strathmore Paper Co., West Spring- 
field, Mass., or from distributors. 


COLOR-STIK. New colored pressure-sensi- 
tive paper for many uses is Color-Stik, 
available in 17 colors, sheet size 17 x 22 
inches. Can be cut to any size or shape. 
Peel backing and apply. Free samples 
and information available from Winfield 
Associates, Box 147, Princeton Junction, 
N. J. 


SHADING MEDIUMS CATALOG. Second edi- 
tion of Craftint’s book of information 
and aids for graphic arts. Book has 142 
pages of adhesive-backed patterns and 
alphabets, Singletone and Doubletone 
drawing papers, many other working 
tools, including 25 new Craf-Tone pat- 
terns and 78 new Craf-Type faces. Free 
copy available if request on letterhead 
mailed to The Craftint Mfg. Co., 1615 
Collamer Ave., Cleveland 10, Ohio. 
(continued on page 64) 
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takes the “WORK” 
out of ARTWORK 


ENLARGE OR REDUCE WITH 
AMAZING CLARITY and SPEED 


the Bf 
Re 


projects ANY type of copy 
DIRECTLY onto ANY surface 


A money and time saver for illustrators, layout 
men, designers etc. Speeds up scaling, “drop- 
ping in” of | Rend “finishes” in 
fraction of usual time! Eliminates costly stats. 


[s_, 


art projector 


+ 












The totally dark 


is an integral 
part of 

GRAFIKON: an & 
exclusive feature ! 


Priced MUCH 
lower than any 
other large 
projector. 


SEE YOUR DEALER 


write for Folder to 


GRAFIKON CO. 








8026 Santa Monica Bivd. 
Los Angeles 46, California 








OWN vu OWN 
copy of RUSH 
thly handbook of ad production news 





$1.50 a year, for 12 news-packed issues 
Send your subscription to: 


43 E. 49h St., N. Y.. 17 
The Production Company 














COMPLETE ART SERVICE 
Vince 
Plaza 5-9821 Schiavone 





LAYOUT, DESIGN, TECHNICAL ILLUSTRATION 
CARTOONING, ILLUSTRATION, TV ART 


C as JT art scoot 


245 E. 23 ST., N. Y. 10, N. Y., MU 3-8397 
VETERANS, DAY & EVENING, CATALOG D 


Lowe ond 




















“Wheeties with lee Cran 





upcoming photographer 


James R. Braddy 





Jim Braddy had no formal art or photo- 
graphic schooling. He became interested 
in photography while working in an aero- 
nautical research laboratory. Then he 
worked in various studios in Chicago and 
early this year, with two associates, pur- 
chased Shigeta-Wright Studios. 


His work has been used by Parker Pen 
Co., Campbell’s Soup Co., Lady Esther, 
General Mills, Elgin Watch Co., Pills- 
bury Co., Kellogg Co., Franco-American, 
Hoover Co., Bendix Co., and Swift & Co. » 


4 " 












will publish in the February 1957 issue, the only trade guide of artists, photographers, 


10,000 Buyers circulation is at a new record high. Art Direction has the most 


Fill out tne order form now! Every year many listings are returned because 


Best Ad dollar buy! Listings are as low as $1.50. Contains the basic information 
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to sell 
these executives 


then you belong 


in the S 1x th 


annual "=e 


Editos Designer 


Lh 


















buyers’ 


guide art BGer Production 


List Yourself with the trade... if you sell art, photography, typography, 
you belong in your own trade’s Annual Guide. For the 6th straight year, Art Direction 


studios, illustrators, typographers, etc. 


buyers—A.D.’s; ad/sales promotion/production managers; editors; agency executives. 
You cannot afford not to be in your trade’s only annual, nor on record with 
your services. 


they’ve come in after deadline. Send in your listing right now, and be sure 
you will be listed in the Annual Buyers Guide. 


of your service. Listings are the simplest, quickest, and the only way to list 
yourself with the entire field. > 


business tell them where you are...here’s how 











fe 


classified listings 
(see listings 1 to 205 on next page) 


For: artists, photographers, art sup- 
pliers and manufacturers, graphic arts 
firms. Also, for studios advertising 
specific services (for example, a gen- 
eral art studio could take Listing No. 
158, dye transfer prints.) 


1. There are 205 separate listings. 


Each listing is $1.50. 

2. Each listing is g lines. First line is 
name and telephone number. Second 
line is address. Third line is advertis- 
ing copy and is optional. Third line 
copy cannot exceed 45 characters in- 
cluding spaces. 

3- Order as many listings as you want. 
Use your letterhead if more space is 
needed. 


4. Use order form below, type or 
print. If ordering more than one list- 
ing with third line copy, specify listing 
number for each third line. 


Sample classified listing: 
George Edwards MO 7-5764 


1810 Rittenhouse Sq., Phila. 3, Pa. 
public relations booklets, packaging 





Representative’s listings 

(see listings 206 and 207 on next page) 
For: representatives of artists and pho- 
tographers. 


1. List your artists and photographers 
on your letterhead. 


2. See sample listing. You may, in one 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. 


3. Listings are $1.50 for your name, 
address and phone, plus $1.50 for each 
artist or photographer listed. 


Sample representative's listing: 


Don Arthur 

626 E. 38th St., N.Y.C. 16 
William Boro, men's fashion illustration 
Joan Mello, fashion artist, pastels 


MO 7-5764 





: 
E 


You may also order one or more classified listings (numbers 1 to 205). Each 


OTHER 


i 


folders and brochures 


Studio listings 1. Complete order form. 

(see listings 208 and 209 on next page) 2. List your art or photographic services on your letterhead. 
For art or photographic studios ad- g. Listings 208 and 209 are $5.00 each. 
vertising all their services in a single + oe 
listing. classified listing is $1.50. 

: Sample listing: 
£ s 3 ; ?¢ £ 
ae PGfibiiii 
= 3 
Ad-Art AM 5-4496 
* « * 7 ~ * 


217 North B'way; Wichita 2, Kansas 


order form ART DIRECTION - 43 E. 49th STREET, N. Y. 17 + PLaza 9-7722 
Yes, I want to be listed in the February 1957 issue in the 6th Annual Buyers’ Guide, as follows: 


classified listings 


Representative’s listings 


1 to 205 


0 206 art 


...at $1.50 each listing............ 


* retouching 


* TV ort 


IMPORTANT! 


ACCOMPANY 


(0 207 photography............$....... 


$1.50 for representative plus $1.50 for each artist or photographer listed. 


Studio listings 


NAME. 


C) 208 art (0 209 photography 


ADDRESS 


at $5.00 each $ 


;, een 








Print exactly as you wish it to appear in Buyers’ Guide 


CITY 


ZONE 


STATE 


TELEPHONE 











8rd line copy for classified listings, 
cannot be over 45 characters 


See Nos. 1-205 
on next page 


See Nos. 206-209 
on next page 





List your artists on your letterhead 








List your photographers on your letterhead 








List your art services on your letterhead 








List your photographic services on your letterhead 





S| — 206 
Number 3rd line advertising copy 

_ sesenemnseemmnmnnencens 207 
Number 3rd line advertising copy 
. se — — 208 
Number 3rd line advertising copy 

: fn —— 209 
Number 3rd line advertising copy 

DEADLINE FOR LISTINGS IS DECEMBER 1, 1956. 

54 


DON’T WAIT. GET YOURS IN NOW. 





REMITTANCE M 
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w w 


208 


=) 
— 


Ooo0oo0o0o00= 


rt Direc 





i 
EM 


< 








L to 205, classified listings: Listings | to 205 are $1.50 each. 


) 
~ 


adhesives 

advertising design 
airbrush 

annual report 
architectural rendering 
art directors, consultant 
art supplies 

book 
booklets, 
10. Bourges technique 
11. car cards 


jackets 
direct 


ODNAMWRWH = 


mail 


12. caricotures 
13. cartoons 
14. catalogs 
15. charts 
16. color separations 
17. colorist 

18. comic books 

19. continuities 

20. displays 

21. exhibits 

22. fine art for industry 
23. greeting cards 

24. ideas 

25. labels 

26. layouts 

27. letterheads 

28. maps 

29. mechanicals 

30. oil painting 

31. packaging design 
32. pen and ink 


33. pharmaceutical design 
34. point-of-sale 

35. portraits, painting 
36. posters 

37. presentations 

38. product design 

39. record albums 

40. Ripley technique 

41. scratchboard 

42. spots 


43. three dimensional 
44. trade marks 
45. wash drawing, b&w 
46. watercolor 
47. woodcut 
(other) 


ILLUSTRATION 
48. aeronautical 
49. animals 
50. automobiles 
51. biblical 
52. characters 
53. chemical 
54. children 
55. children’s books 


illustration 


56. decorative-humorous 
57. farm animals 
58. fashion & style 
59. figure 
60. flowers 
61. food 
62. furniture 
63. general 
64. historical 
65. home furnishings 
66. humorous 
67. industrial 
68. interiors 
69. landscape 
70. marine 
71. medical 
72. men's hands 
73. product—still life 
74. shoes 
75. sport 
76. still life 
77. story 
78. stylized 
79. symbolic 
80. technical 
(other) 
LETTERING 
81. alphabets, designed 
82. comp. lettering 
83. illuminated lettering 
84 Leroy lettering 
85. lettering 
86. paste-up alphabets 
86A pens 
87. photo, film, process 
88. presentation 
(other) 
RETOUCHING 
89. art 
90. carbros 
91. color toning 
92. dye transfer 
93. fashion 
94. Fiexichrome 
95. industrial 
96. Kemart 
97. photo, b&w 
98. photos, color 
99. products 
100. renderings 
101. technical 
102. transparencies 
(other) 
Tv 
103. animation 
104. art 


105. cartoons 

106. direct color prints 

107. film production 

108. hot press 

109. lettering 

110. lettering, photo 

111. models 

111A pens, lettering 

112. props 

113. slides 

1.4. story boards 

115. titles 

(other) 

PHOTOGRAPHY 

116. aerial 

117. animals 

118. architectural 

119. babies 

120. cats & dogs 

121. children 

122. color 

123. editorial 

124. experimental 

125. fashion 

126. food 

127. general 

128. horticultural 

129. illustration 

130. industrial 

131 interiors 

132. location 

133. motion pictures 

134. murals 

135. photo agencies 

136. portraits 

137. Printons 

138. products 

139. props 

140. publicity 

141. reportage 

142. resorts 

143. set design 

144. slide films 

145. stereo 

146. still life 

147. stock photos 

148. strobe 

149. trick photography 

(other) 


PHOTO REPRODUCTION SERVICES 


150 
151 
152 
153 
154 
155 
156 


anscochrome processing 
b&w prints in quantity 
carbros 

color assemblies 

coior prints in quantity 
color separations 


copy of artwork 


157 


159. 
160. 


161. 
162. 
163. 


164 


165. 


167. 


168. 
169. 


170 


171. 
172. 


173 


174. 


175 


COPY 


176. 
177. 
178. 


179 


181. 


182 


183 


duplicate transparencies 
dye transfer prints 
Ektacolor 
Ektachrome processing 
enlargements 
Flexichrome 
montage 
mural color transparencies 
photocomposing 
photo murals 
reproportioning 
screened veloxes 
slides 
strip-ups 
35mm negs. & positives 
transparencies 
transporency art 
varicolor prints 
viewgraph slides 

(other) 


PRINTS 
color film strips 
colorstats 
copy prints 
ozalite 
ozachromes 
photostats 
photostats on acetate, in opaque 
black or white 
viscualcast slides 
(other) 


GRAPHIC ARTS 


184. acetate proofing 

185. advertising presentations 

186. bindery 

187. display manufacturers 

188. electros 

189. gravure plates 

190. labels 

191. letter services 

192. lithography 

193. paper dealers 

194. photoengraving 

195. photogelatin printing 

196. printers, letterpress 

197. rotogravure 

198. silk screen printers 

199. tags 

200. type direction 

201. type foundry 

202. typographers, hand 

203. typographers, machine 

204. typography, old-fashioned 

(other) 

EMPLOYMENT 

205. agencies 





206:207 representatives listings Listings 206 and 207 are $1.50 each, plus $1.50 for each artist or photographer listed. 


ARTISTS REPRESENTATIVES 


206 


PHOTOGRAPHERS REPRESENTATIVE 


207 





208-209, studio listings Listings 208 and 209 are $5.00 each regardless of number of services listed. 


ART STUDIOS 
8. (List any or all on order form) 

0 creative 

D design 

© direct mail 

C illustration 

CD layout 

0) lettering 

(1 mechanicals 


rt Direction / 


(C0 packaging 
0 posters 

0) presentations 
0 retouching 
oO service 

(0 TV ort 


(other) 
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209 


PHOTO STUDIOS 
(List any or all on order form) 
(1D children 
O fashion 
0 food 
[1] illustration 
CD) industrial 
C1 interiors 
© lecation 


0 motion pictures 
imi product 

[1 reportage 

0 slide films 

01 still life 

1 Tv 


(other) 


























trends 
(continued from page 43) 


ern Master’s series which includes th 
works of Degas, Utrillo, Keefe an 
others as the decorative theme for th: 
cards. 

In the last few years Brown & Bigeloy 
has been using more kodachromes. I 
the Creative Department feels that ; 
picture has the ingredients to hold th 
interest of the viewer for 12 months 
Brown & Bigelow is willing to conside: 
a kodachrome. The work of Cheste 
Kronfield and his Pan-American trave 
calendar has prompted the use of othe: 
Kronfield pictures in a new World 
Scenic Calendar. 

Calendar art couldn’t be discussed 
without a long look at the girl calendai 
subjects. The 1957 subjects appear to 
be sweet, wholesome, rather properly 
attired and on the slim side. A review of 
the economics of the calendar industry 
throws some light on the trend away 
from the scantily clad gal of the war 
years. 

Businessmen order calendars as “Re- 
membrance Advertising” and anticipate 
that customers will hang them for 12 
months in a prominent place. A risque 
calendar in the past too often was rele- 
gated to a secondary location or put 
away in a drawer. 

Another reason for the shift in girl 
calendar art is that the artists themselves 
reflect tastes around them. That ex- 
plains the trend toward more slende1 
girls for 1957. In the last few years the 
diet drumbeat has increased; the high 
fashion models stress the lithe form. 
And, in 1957, the girl subjects have 
thinner waists. 

Remembrance Advertising differs 
from other advertising philosophies in 
one important way. Rurik put it this 
way: 

“We find the taste and interests of 
people are pretty well channeled, and 
do not change to a marked degree. 
Therefore, we see no need for a com- 
pletely ‘new’ campaign. 

“Our job is to provide a_ freshness 
and variation into the framework of 
established themes. Last year’s ad copy 
need not be ditched. The new art work, 
plus the function of the calendar pad 
itself, brings acceptance and approval 
of a new calendar.” a 

















Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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shiva caseins © shivas 


e shiva standard oils ° 





ZEOR YOUR MONEY WITH SHIVA! 


ignature oils © shiva contemporary water colors 


Sypsaduati-nu vaigs 


and you'll find the finest colors ave ground right here 
in the U.S.A. by SHIVA. Maybe you always assumed 
the finest artist’s colors were imported! True, many of 
the pigments are. We at Shiva import earth colors, 
cadiums, cobalt blues, etc. from England, France, Germany, 
Italy, Spain, Turkey, Cyprus, India, Malaya, South America, 
and Formosa. 
But the all-important formulation, mixing, grinding, and aging 
processes are done in our own Goethe Street plant in the very 
heart of Chicago. 
Yes, the manufacturing is done in the U.S.A., but our fine repu- 
tation is world wide. 


Syus Susrjursd 4I01q vaigs 





saziqm vaiqs 


For quality colors . . . ask for Shiva! 
SHIVA ARTIST'S COLORS 


433 W. GOETHE ST. * CHICAGO 10, ILL. 





THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
AND AMATEURS 


BAINBRIDGE 


Famous 
for bigh quality 
since 1868 













illustration boards 
drawing bristols 


_ 


[ 


mounting boards 
show card boards 
mat boards 


At all art suppliers 
in most popular sizes. 





CHARLES T. BAINBRIDGE'S SONS 
12-26 Cumberland Street ° Brooklyn 5, N.Y. 
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LUDLOW B-1740 





(262 BROOK AVE., NEW YORK S6, 


N.Y. 
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layout and design 


e, still-life, products, 
lettering and mechanicals 


igur 


interiors, exteriors, industrials 


merchandise, fashion, cartoons, spots 
‘ 
\ 


flexichrome and dye transfers 


black & white ahd color retouch 
illustration- f 


} ‘ ‘ 





letters 
(continued from page 10) 


It was significant, too, that in the 
same issue you carried a story... 
“Design Patent Upheld . . . unique 
court decision against design piracy 
holds many implications for product, 
package, alphabet and graphic design- 
ers. 

Enclosed is a copy of our ad with the 
September 20, 1953 dateline. 


Milton M. Rockmore, 
The Rockmore Co., N. Y. 


lee. L. 
r e ot 


. 





We enjoyed seeing your writeup in the 
October issue of the talks and the think- 
ing evolved at the 1956 Package Design- 
ers Council Silvermine Symposium. You 
are to be congratulated on the thorough 
treatment of this interesting meeting. 


Karl Fink F.P.D.C., New York 


(New York packaging designer Karl 
Fink was recently elected vice president 
of the PDC, is also the victim of an 
incomplete package presentation of our 
October story. Not a speaker at the PDC 
conference, he was not mentioned in 
the article, but Mr. Fink was the man 
behind the scenes who helped create the 
Silvermine Symposium, whose hard work 
put it over, and who MC’d the entire 
session.) 





AD up in air... 


Attached is proof that my free lance 
photographer, Ronald Marion, has a 
new lens attachment for speed shots. I 
didn’t think he could do it. So, he had 
o “shoot” me! 

The man in mid-air is Ashton Mitchell 
(me), Art Director. 

The man seated is Bill Heywood, 
Assistant Art Director. 

The man who took the picture is 
Ronald Marion. 


Ashton Mitchell, 
Art Director. 


X16190 . . . One of the thousands of 
pictures from our stock library. 





DID |! 


STOP 


YOU ? 


ONE OF THE MANY 
SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N.Y. C. add 3% Sales Tax) 


646 North Michigan Ave. 


319 East 44 Street ™ 
Chicago 11, Ulinois 


New York 17, N. Y. 











¢ doiten, mois 


16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 


leonard forray 
PRESIDENT 


mu 7-4150 








advertising photograph } 
STUDIOS 





120 W. 50th St, New York, N.Y 
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trade talk 


ART DIRECTORS BALTIMORE: Don 


Culberson has 
moved to the Buddemier Agency as creative 
AD and production mgr. . . . Direct Mail 
Advertising Association awarded VanSant, 
Dugdale & Co. a plaque for excellence and 
results achieved during 1955-56. Harry Zepp 
is AD ... American Brewery’s new label 
won grand championship at Brewers Asso- 
ciation of American convention. Company 
got other prizes for display and packaging. 
Lew Waggaman is AD on account for agency 
VanSant, Dugdale & Co. .. . Robert Fawcett 
was guest speaker at recent Baltimore AD 
club meeting ... CHICAGO: David W. Lock- 
wood now at D'Arcy, leaving Foote, Cone & 
Belding where he was executive AD and vp 
...Rirchard P. Prezebel at Compton from Kan- 
sas City and Potts, Woodbury . . . Robert F. 
Mortienson now with Arthur R. Mogge, from 
Saunders, Shrout & Associates . . . CLEVE- 
LAND: Barron Hoffar, new AD at Fuller and 
Smith and Ross, named to the Westinghouse 
East Pittsburgh account . . . COPIAGUE, L. I. 
Vere F. Woodward AD of Malcolm W. Mc- 
Clellan Advertising Agency . . . DALLAS: 
Jim Roberts, formerly with the Houston office 
of Foote, Cone & Belding, now with McCann- 
Erickson here . . . HICKSVILLE, L. I: Joan 
Britt named AD at Jules Mirel . . . MIAMI 
BEACH: Jerry Bogorad AD on the Inter- 
continental Hotels account (mew one) at 
Harris & Whitebrook . . . Bruce Roberts is 
AE... MILWAUKEE: Fred Terry. who was 
with Hoffman & York from 1952 to 1954, has 
rejoined the agency as associate AD. He is 
treasurer of the Milwaukee AD club. Other 
members of Hoffman & York art staff: F. R. 
Lindstrom. AD, A. P. Zoellick. associate AD 
. . . NEW YORK: Travelers include Frank 
Baker, past president of the NY AD club, who 
went to London on a new account. Back 
from Europe are Al Dorne, Tom Morton. 
Bernard Brussel-Smith and Bill Longyear.. . 
Free to ADs on request—an extensive col- 
lection of color and b/w art from South 
America and Italy. Call Don Frifield, Hamil- 
ton Wright Organization, PL 7-0687 
George Samerjan’ returned from a _ three- 
week trip to Alaska for the Air Force. Went 
there to get sketches and material for paint- 
ings recording and documenting Far North 
activities of the Air Force ... The work will 
be placed in permanent collection at the Air 
Force Academy in Colorado Springs .. . 
His description of Aurora Borealis: diamond- 
like myriads of infinitesimal blue-white 
drops of light swayed from horizon to hori- 
zon . . . Joseph C. Mack appointed AD at 
Williams & Sanford .. . Richard C. Schroe- 
der, AD at Beatty & Oliver which shut up 
shop, planning own advertising art service 

. . Agency closed due to illness of Robert 
S. Beatty. one of founders of firm organized 


in 1947 . . . Oliver joining Hazard Adver- 
tising . . . New vps at Leo Burnett Co. in- 
clude James Iates, in charge of art; E. Lee 
Stanley. manager of art dept... . and W. 
Anderson, senior AD .. . Alexander S. Drogy 
and Lewis J. Lawrence left Lennen & Newell 
for Doherty, Clifford, Steers & Shenfield .. . 
TV AD at Geyer Advertising is Eugene Or- 
tiz .. . Herbert Greenwald vp at Amos Par- 
rish. Was director of visual creative dept. 
. . . PHILADELPHIA: Lew Roberts and his 
Mrs. named their new baby girl Lisa Alison 
. . Daughter of Sam Irving of Dittman and 
Kane called Stacy*Ann . . . PORTLAND, 
ORE.: John Waddingham, AD of the promo- 
tion dept. at the Oregon Journal, has written 
a monograph for The Artist magazine, of 
London. Three installments, to run December, 
January and February, on Newspaper and 
Magazine Illustration. To be illustrated by 
watercolors of Oregon scenes by Wadding- 
ham ... New vps at H. Richard Seller 
Advertising include AD Ed DeTemple ... 
SAN FRANCISCO: Gig Gonella now at 
Foote, Cone & Belding, leaving Guild, Bas- 
com & Bonfigli . . . SEATTLE: Leslie W. 
Meyers now AD at Calkins & Holden, from 
post as exec AD at William Hart Adler in 
Chicago . . . UPPER MONTCLAIR, N. J.: 
Douglas Hayden, formerly with William Esty 
as art supervisor, now with Burke Dowling 
Adams as vp in charge of art . . . WASH- 
INGTON: Club members George Lohr and 
Bernie Sanders were judges at Baltimore 
club's Air Force Stamp Competition . 
Gil Walker showed folio of latest tv and 
book illustration WEST HARTFORD, 
CONN.: Louis A. Rheaume is art and cre- 
ative director of new agency, King 6& 
Rheume, Inc. He, with John Bicey King. 
organized the firm. Rheaume was AD and 
consultant to a technical art service. Won 
national recognition recently for design of 
series of ads for business machines. . . 


ART & DESIGN ASPEN, COLO.: Her- 


bert Bayer, director of 
Container Corporation's department of de- 
sign, has returned from Germany where he 
opened a comprehensive exhibit of his work 
at the Germanisches National Museum, 
Nurnberg. A former student and teacher at 
the Bauhaus, he came to this country in 
1938. Now completing projects here for the 
Institute of Humanistic Studies . . . BALTI- 
MORE: Gilbert Lesser, graphic designer, now 
doing freelance at 5035 Denmore Ave., Bal- 
timore 15, FOrest 7-1077 . . . Carl E. Nyborg 
now at 213 N. Calvert St. . . . Don Munsch- 
auer joined the Stan Mossman studio as 
illustrator . . . Lew Wagqaman’s new assist- 
ant at Van Sant, Dugdale is Irv Yaniger. . . 
New baby girl born to the Walter Pearthrees 
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To 
Art 
Directors: 


We've tried to write 

an ad for this space, but 
we kept coming back to 
the same conclusion: 
we offer the kind of 
service and talents a lot 
of other good studios do 
... but we feel we’re 

a little better. 

Call us. We’d love the 


chance to prove it. 


John Henry Topp, Ine. 


136 E. 57 St., New York 22 
PLaza 9-4710 


Contact: 

Joun Henry Topp 
Dick SCHWARTZ 
JoHN DINGELDEIN 
Mitt Carine 

Bitt SCHULMAN 








ROY 
HORTON 
STUDIOS 


PACKAGE DESIGN 
145 EAST 52 ST, N.Y. 22, N.Y. @ PLAZA 3-4914 








...W. Reginald Watkins elected to the Royal 
Society of Arts, London .. . Bob Krauss, 
formerly a partner of Dodson-Krauss Studios, 
Inc., is now associated with the 4A Studios 
as a free-lance artist . . . Mrs. Hazel Croner, 
fashion artist, has been appointed an in- 
structor in the Baltimore Junior College art 
dept. .. . BROOKLYN, N. Y.: Arnold Fried- 
mann has been named assistant professor 
of interior design at Pratt Institute, an- 
nounced Khosrov Ajootian, acting dean of 
Pratt's art school . . . Friedmann also has 
own practice as interior designer and furni- 
ture designer . . . CHICAGO: University of 
Illinois Press is publishing a portfolio of 
drawings and paintings by Abraham Ratt- 
ner .. . Harold Broadhead now with Garfield 
Linn & Co. Was with Harry Beier Studios 
. . . GAYLORDSVILLE, CONN.: Mr. and Mrs. 
Frank P. Piliero now the parents of a son, 
their fourth child, named Peter Timothy. 
Pére Piliero has studio in New York at 38 
E. 38 ... LOS ANGELES: Dudley Abourisk, 
new West Coast sales rep for Filmotype 
Corporation, will work out of his office at 
1267 N. Vermont Ave., LA 29... NEW 
YORK: Donald F. Moss now repped by Gil 
Sutton, 370 Lexington. Moss does decorative 
design, illustrations, has exhibited in local 
AD club show . . . Count Sigvard Bernadotte, 
son of King Gustaf Adolf VI of Sweden, 
and an internationally famous industrial de- 
signer, says there is no “movement” in 















GEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean. 

FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply ond 
Photographic Deolers every- 
where 


UNION RUBBER 
& ASBESTOS Co. 
TRENTON, W. J. 











Joseph Torch 


dio Trad 
aS, ". 5 Less" = Framing & Matting 


CHelsea 3-3534 oe W. ee S, 


(Near 7th Ave.) 








get to know 


a leading designer 








Recipient of many awards here 
and abroad, for his graphic 
interpretations. A member of the 
administrative board responsible 
for studio policy and growth. 


for creative advertising 
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COLOR LABORATORY 


DYE TRANSFER PRINTS 
Circie 7-1747 


149 WEST S4th STREET, NEW YORK 19, N.Y. 





Scandinavian design. Just an awakening by 
American manufacturers and consumers to 
work Scandinavian designers have been 
doing for many years. The count was re- 
cently given an informal reception by Facit, 
Inc., distributors of Swedish made Facit 
calculators, Odhner adding machines, and 
Halda typewriters . . . He is a director of 
Georg Jensen, and has designed for that 
firm for 26 years ... A one-man show for 
Fong Chow. maker of hand thrown stone- 
ware, through Dec. 22 at Mi Chou, Associ- 
ated Chinese Artists, 36 W. 56 St., New 
York 19, PLaza 7-8154 (new address for 
gallery) . . . Three top teen-age artists in 
the Seventeen magazine's sixth art contest 
were chosen by Alfred H. Barr, Jr., director 
oi museum collections, Museum of Modern 
Art; Roy Neuberger, art collector; Lloyd 
Goodrich, associated director, Whitney Mu- 
seum, and Antonio Frasconi, wood cut artist 
. . . Mr. and Mrs. H. Franklin Mayfield, of 
Bourges Color Corp., announce the birth of 
son John Bourges. Mrs. Mayfield (Jean Bour- 
ges) is vp and AD of the company. Mayfield 
is president of the company, director of the 
National Art Material & Trade Association, 
and vp of the Art Material Club of New 
York .. . Frank V. Vitullo Co., designers of 
exhibitions and graphics, now at 234 E. 
47 St., PL 5-8966 . . . Clemens Gretter now 
at 516 Fifth Ave., New York 36, MU 2-3296. 
Does layouts, illustrations, mechanicals. Also 











wheal 


corry has moved to a daylight 
penthouse studio at 2 W. 47th St., 
N.Y. C. Cl 6-6184. 
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lo 7-7600 


*sixth of a series of 80 


61 














DO YOU 
BUY 


BRISTOL 
BOARD? 


[) PRICE 
[1 QUALITY 


-) WHITENESS 


CRESCENT BRISTOL has all 
these features plus a flatness not 
found in other bristols. Avail- 
able in plate or vellum finish, 1, 
2 or 3 ply. 

Next time ask your dealer for 
CRESCENT BRISTOL .. . the 
bristol with the high rag con- 
tent. 














CHICAGO CARDBOARD COMPANY 


1240 N. Homan Avenue 
Chicago 51, Illinois 





is an illustrator of unusual facts, a la Ripley 
. . . New address of Art News magazine: 
32 E. 57 St., TE 8-3730 . . . Manno Studios, 
sales presentation and design service, now 
at 2 W. 46 St., at new and larger quarters. 
New Phone: CI 6-9169 . . . Muni Lieblein. 
artist, designer, now at 680 Fort Washington 
Ave., SWinburne 5-9201 or WdAdsworth 
8-8842 . . . Designer Clifton Line has new 
studio at 487 Park Ave., PL 9-532] 

Samuel Bronfman, head of Seagram, received 
citation from Enrique Bustos, consul general 
of Chile, for pioneering in use of bronze in 
building. House of Seagram going up at 375 
Park Ave., to be first bronze skyscraper in 
the world. Architects Mies van der Rohe and 
Philip Johnson. Associates: Kahn & Jacobs 
... Artist Robert Geissmann’s building com- 
ing down so he has moved to Executive 
House, 225 E. 46 St., New York 17, but 
keeps same phone number, PL 9-3546. . . 
Jim Forbes, formerly AD at Albert A. Kohler, 
now free-lancing at 341 Lexington, LE 2-2523. 
Does design and layout of brochures, sales 
promotion booklets, direct mail pieces, an- 


nual reports .. . Albert Dorne, founder and 


| president of Famous Artists Schools, ad- 
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dressed the Hundred Million Club recently 
. Lane-Bender’s newsletter, Designed to 
Sell, says motivation research is “not the 
panacea it is cracked up be.” Necessary to 
get opinion of designer as well, says publi- 
cation, on selling strength French- 
American Johannes Schiefer back 
from European holiday. To do portraits of 
notables in social and art circles 
Headliners Photoprocess Lettering showing 
Herald, a new Century style, and Herald 
Italic . . . The Headliners, Inc. at 44 W. 
44 St.. New York 36, OX 7-4820 .. . Fred 
Stadelman of Doyle Dane Bernbach, now 
assistant AD. Was asst. production mgr. 
He was cover man (feature story and cover 
pic) on Rush magazine October . . . Cla‘re 
McQuillan on fashion art staff at Leon A. 
. . Glanzman-Parker, 


artist 


Friedman Advertising . 
design, layout, finished art, now at new 
address and with new phone: 5 E. 47 St., 
New York 17, PL 8-0434 .. . Ben Smolen 
of Ben Smolen Associates has developed a 
new toy water gun, to be in the market early 
next year. He's started a side line, accept- 
ing and developing new ideas for toys 
and games. With George Lerner, inventor 
of “Potato Head,” has organized company 

. PASADENA: New Rose Bowl trophy 
to be presented to winning coach of game 
Jan. 1 is made of crystal, designed by 
Nils Landberg of Sweden's Orrefore Glass- 
works. General Mills awards the trophy .. . 
PHILADELPHIA: Richard L. Downes. who 
was with Lambdin Associates and Gray and 
Rogers, now with John.T. Hall & Co. adver- 
tising and pr. . . . WASHINGTON: Bill Lad- 
der now doing both art and copy, free 
lance, at 234 Great Falls Road, POplar 
2-4391 . Now’ with Art Designers, Inc., 
in exhibits design section, is Miss Ny Faust. 


Fast Side.West Side 
© -* Al around the fown” 2 


Veda 


For Artists’-Needs 





STORES CONVENIENTLY 

LOCATED to serve you 

quickly and efficiently. 
FAIR PRICES SINCE 1868 


DISTRIBUTORS of all famous 

brands including 

ARTYPE * BOURGES « COLOR-AID 

GRUMBACHER * KRYLON * STRATHMORE 

WINDSOR & NEWTON « ZIP-A-TONE 
IN NEW YORK 

EH. & A. C. FRIEDRICHS CO 


e 37 EAST 28th STREET 

LExington 2-0300 

e 40 EAST 43rd STREET 

MUrray Hill 2-2820 

e 140 WEST 57th STREET 
Circle 7-6607 

IN PHILADELPHIA 
HENRY H. TAWS, INC 

e 1527 WALNUT STREET 
Rittenhouse 6-8742 


PHONE FOR PROMPT SERVICE 

































FAIRGATE'S 
NEW 
Graduated 





(FOR QUICK SQUARING } 

AND EASIER MARKING) 124"—$5.50 
ALL-METAL @ STRONG AS 130"--$6.00 
STEEL @ NON-RUST © FEATHER! gge7_ 

LIGHT @ EASY TO HANDLE 90 $6.75 
SEND FOR FREE cincucar !42 —$8.25 


THE FAIRGATE RULE CO. 
COLD SPRING, NEW YORK © Dept 


















mu2t190 pr quality photo—Lettening. 
Ex fotofiex co. 


* 214 &. Sist Street N.Y. 17 
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srad of the University of Florida’s design 
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AGENCIES William Wilbur .Advertising 
and Ciangio Advertising 
,1ave merged to become Wilbur & Ciangio, 
nc., at 130 E. 59 St., New York 22, PL 1-3773 
. . Kingsley Advertising now at 18 E. 17th 
it. . . . Scheideler & Beck, once Scheideler, 
3eck & Werner, organized five years ago 
ufter Duane Jones Co. resigned all accounts, 
1as folded. Scheideler and William J. Mc- 
Kenna to Bryan Houston, with Norton Leo, 
Richard A. Stevens, and Al Stegman. Rob- 
ert Warriner to Donahue & Coe. Lester Ron- 
dell, vp and AD of S & B, will announce his 
plans later . . . Scheideler and Beck was 
tormed by principals in the old Duane Jones 
Co. after Jones said he would sue his former 
aides for conspiracy. After two years of 
legal struggles, Jones won his suit, although 
Scheideler & Beck as agency was cleared 
. Knoxville agency Hogan, Rose & Co. 
has moved to 105 W. Fifth Ave. in Knox- 
ville .. . New York firm Grant & Wadsworth 
has moved to 120 E. 56 St... . Los Angeles 
agency Carson/Roberts/Inc. use of greeting, 
“Good morning, Carson/Roberts, have a 
happy day,” inspired free lancers to ma- 
cabre interpretation of message. Cartoonists 
used the greeting as tagline for poor char- 
acters about to meet horrible endings—but 
not before hearing cheery greeting over 
phone . . . Samuel Sherman of art/produc- 
tion placement specialists, Cavalier Person- 
nel Agency, 115 W. 42 St., is proud father 
of new baby girl. The Shermans have 
named her Ronnie Lynn .. . Cincinnati agen- 
cies Guenther, Brown and Berne and Calkin 
& Withenbury have merged to become 
Guenther, Brown, Berne, Calkin & Withen- 
bury. New firm will accupy offices in the 
Rookwood Pottery Building Jan. 1... Agency 
moved in San Francisco: John Gallagher 
Advertising to 45 Maiden Lane .. . And in 
Orlando, Fla.: Ray Coller Advertising to 730 
Warwick Place. From Media, Pa. 


PHOTOGRAPHY Rubin Klass is now 


a partner in Report- 
age Photo Agency. 15 W. 44 St. MU 7-7040 
.. . W. Bergin and A. Lobel, retouchers, of 
80 W. 40 St., have opened a service for 
high quality dye transfer retouching . . . 
Gussin-Radin, 220 W. 42 St., expanding 
space by taking over entire 25th floor... 
FPG offers the services of Phil Davis, tal- 
ented Detroit photographer, for industrial 
and illustrative assignments in the middle 
west. He is on leave from University of 
Michigan fine arts school where he is an 
instructor . . . FPG also has a reporting 
service for research, testimonials, etc. using 
trained regional writers who work as team 
with out-of-town photographers .. . Rasid 
(Ray) Azinar, assistant director of Nusantara 
Printing and Publishing Indonesia, is now in 


movi 


SAME DAW 
SEEVICE: 


on all types of 35 mm. 





Lantern or Vugraph SLIDES 


in COLOR or Black-and-white! 


Admaster ... first to introduce stats 
on acetate ...now announces the installation 
of new equipment making it possible to provide 
SAME DAY service for all your slide prepara- 
tion work. For information on this new service 
— or any of Admaster’s 200 photostatic, photo- 
graphic and slide services... ask to have an 
Admaster technical representative call on you. 





Ask for FREE BOOKLET 
containing prices, ideas, and hew-to-do-it 
information. It's the most complete book 
of its type available ...a must for every 
art director and production man. 


Admaster Prints, Inc. 
1168 6th Ave., N. Y. © JUdson 2-1396 








Coaitnas- 


IS HERE AND WE PAUSE TO EXTEND 
GREETINGS AND EXPRESS OUR APPRECIATION 
FOR YOUR FRIENDSHIP AND GOOD WILL 


WITH BEST WISHES FOR A HAPPY 
AND PROSPEROUS NEW YEAR 





NEW YORK 22 


145 EAST 52nd STREET 














PACKAGE 


alii, a: a 
Fe Advortisina Art co |/04OK 





ESIGN»: 
Ruth Groomes, 


14 Bank Street, New York 14 
ALgonquin 5-0421 


KLEINBAROT 
N.Y.C.* PLAZA 5-3526-7 


a ee ? 
145 E..52*° ST 
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TOY, GAME IDEAS 


developed by Ben Smolen 


Ben Smolen of Ben Smolen Asso- 
ciates, 44 W. 44th St., N. Y. C., has 
developed a new toy water gun, 
called “Bub-l-gun”, which will hit 
the market in the beginning of °57. 
In addition to his art studio, he has 
formed as a side line, a company 
which will accept and develop any 
new ideas for toys and games. Ben 
and his partner have a vast knowl- 
edge of production costs and other 
expenses incurred in selling new 
ideas. Through his collaboration 
with George Lerner, who invented 
the popular “Potato Head”, he has 
started this company to make new 
inventions saleable. With the con- 
nections that they have acquired, 
they will be in a position to break 
down the ideas to their cheapest and 
most saleable factors and then pre- 
sent them to manufacturers with 
whom they have a standing order 
for new idea presentations. « 





New York studying graphic arts and color 
photographic procedures. He is working 
under Leonard Zoref. a principal in Kurshan 
& Lang Color Service and technical director 
of professional service. Azinar will be mak- 
ing dye transfer prints, separation negatives, 
duplicate transparencies, learning retouch- 
ing, color flexichromes, assisting on color 
assembly, and doing research on new 
processes, using K & L's facilities .. . Ken 
Lieberman will give more information at 
K&L, 10 E. 46 St. . . . Photographer Walter 
Sarff. who does advertising, circus, report- 
age, travel, is now at 13 W. 46 St., JU 6-6085 

. A dual-range lens and a wide-angle 
lens taking full advantage of the Leica M-3 
camera's viewfinder-rangefinder system are 
now available through franchised Leica 
dealers . Carl Roodman of Cleveland 
Heights, Ohio, won first college scholarship 
for study of professional photography at 
Rochester Institute of Technology, offered by 
Photographers’ Association of America... 
New four-page catalog containing all titles 
imported and distributed by Rayelle Publi- 
cations are available free. Write Rayelle Pub- 
lications, 76 W. Chelten Ave., Philadelphia 
44... Graflex Photo Contest entry deadline 
is Jan. |. Official blanks from local Graflex 
dealers or write: Contest Mgr., Graflex, Inc., 
Rochester 8, N. Y. 








what’s new 








MAKE "EM FLIP 


, 








DECORATIVE ART BY 


mumeef alwran 
25 west 45th st. n.y.36,ny. 
circle 6-4273 





ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


8 EAST 48 STREET © MURRAY HILL 8-0270 








“Palette Patter” keeps 

. you posted on the latest 

*—~. and best in artist materials 

—--- = and equipment. Get your 
— copy. Write to— 


Dept. AD-12 











(continued from page 51) 


PAPER CLIP NAIL. Primary purpose: to 
provide quick releasing fastener for 
papers and sheets likely to be changed 
often. Called “Quick Releasing Tack,” 
it is 114” wide at base which has four 
sharp prongs to fit into nailable surface. 
Spring clip grips papers automatically. 
“Available on display cards or send $1 
for box of 15 postpaid, Gringo Mfg. Co., 
214 Elm Ave., Danville, Ill. 


AD-LETTER CATALOG. Largest selection of 
self-adhering hand lettered alphabets 
illustrated in new catalog published by 
AD-letter. Free catalog available from 
art supply dealers. Unique feature of 
catalog is showing of basic styles in 
four different sizes. AD-letter is profes- 
sional hand lettering printed in mul- 
tiple letters on thin clear acetate sheets 
with pressure-sensitive adhesive backing. 
Corrugated backing sheet makes cutting 
and assembly easy. 


K&L COLOR BOOKLET. Information on vari- 
ous color photographic processes in 
booklet form is free from Kurshan & 
Lang Color Service, 10 E. 46 St. Those 
on the mailing list will alsé receive 
latest information, from time to time, 
on research and development of new 
color processes. «@ 


Speed 


SUN-TESTED 
VELVA-GLO 


VERVA-GLO gps 
s t* 


' 


So 

COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 

COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 









Manvfacturers of VE LVA-GLO® 

Fluorescent Papers + Cardboards 

Screen Colors + Bulletin Colors 
Signcloth 11 

















telops, slides, flips 


correctly prepared 


EDSTAN 


studio 


b/w and color 


75 W. 45 CIRCLE 5-6781-2 
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»ooknotes 


)0D HANDWRITING AND HOW TO ACQUIRE 
John C. Tarr. 3rd Edition, Revised and En- 
ged. Charles T. Branford Co. $2. 


- a. oe 


» Carlyle Press, this little book has 

illustrations of handwriting. Included 
are examples of early italic printing 
types, contemporary hands, an historical 
survey of written letters. 


Made in Great Britain and printed by 
t 
¢ 


DECORATIVE DESIGNS FOR CONTEMPORARY 
INTERIORS. Edited by Konrad Gatz. Architec- 
tural Book Publishing Co. $12.75. 


Color, decoration and painting, as inte- 
grated with architecture, is discussed in 
German and English (book is printed 
in Germany). History of the subject, 
present examples of interiors in \arious 
countries, and hints of future develop- 
ments are given. All types of interiors 
are discussed and plates of chosen ex- 
amples are shown. Liberally illustrated, 
the book has 430 b/w plates and 36 
colored. A section on color designed 
surfaces, with important tools for achiev- 
ing effects, is helpful. Also step-by-step 
explanations of examples of designs. All 
painters and architects whose work is 
shown are listed separately. Typography, 
design of the jacket and of the cover by 
Eugen Nerdinger and Lisa Beck, Augs-, 
burg, Bavaria. 


THE SENSE OF BEAUTY. George Santayana. 
Dover Publications. Clothbound $2.85. Paper- 
bound $1. 

Unabridged. Although written primarily 
for philosopher, the book must be of 
interest to artists. Studies “what condi- 
tions an object must fulfill to be beauti- 
ful.” One important chapter is on Rela- 
tion of Utility to Beauty. 


EFFECTIVE ADVERTISING COPY. Merrill De Voe. 
MacMillan. $8.75. 


Copy research forms the basis of this 
author’s tried and true formulas. His 
book was written to make available to 
students, in one source, all the findings 
of copy research. Of particular interest 
to advertising art students are a section 
on Managing the Illustration, and topics 
such as Advertising Art Should Not 
Divert, Color May Be a Mere Device. 
The author, an independent marketing 
and advertising consultant, is a foe of 
the present trend toward making ad 
art arresting through imaginative ap- 
proaches and arresting design. 


AAERICAN HERITAGE. August 1956. $2.95. 

I, “Who put the borax in Dr. Wiley’s 
b tter?” this issue of American Heritage 
c vers the early history of advertising 











JACK WARD COLOR SERVICE, inc. 


... the world’s only color laboratory that brings you whiter 


whites, crisper, truer color in your transparencies now offers... 


Perfected 


KODACOLOR - EKTACOLOR 
TYPE C PROCESSING 


Ektachrome...Anscochrome. .. Duplicates... Slides... 
Printons...Dye Transfer Prints...Art Copies 


SEE, PHONE OR WRITE JACK WARD COLOR SERVICE, INC. 
202 EAST 42nd STREET, NEW YORK 17, N.Y. MU. 7-1396 








AKel= 9 New York: 

P - Morton Bryer 
write up this 
job ticket... 


It's another order 


PLaza 9=-7722 


43 E. 49th St., 


from our ad in 


A/rt D/irection 


It gets results! 
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BEYER ELLIPSE SHEET 
A SHEET OF 24 PERFECTLY DRAWN ELLIPSES 


Mail $2.00 payment to 
WILLIAM E. BEYER & CO. 
BOX 110 + BOSTON 17, MASS. 


DEALERSHIPS OPEN 
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what will we give them for Christmas? 


ART DIRECTION 


It’s a 12-time package long remembered and treasured as 
a thoughtful reminder of the Holidays. A gift card 
announces each gift subscription. If your friend is already 
a subscriber, your gift will extend his subscription. 


Fill in the coupon below and we will send your gift 
cards a week before Christmas. Subscriptions are $4.00 
for one year, $7.00 for two years. 


Art Direction, 43 East 49th Street, New York 17, New York 
Please send Christmas gift cards and subscriptions to: 





NAMt 





STREET AND NUMBER 





City, ZONE, STATE 





NAME 





STREET ANO NUMBER 





City, ZONE, STATE 





NAME 





STREET AND NUMBEP? 





City, ZONE, STATE 


Gift from, 








ADDRESS 


While you’re at it, renew my subscription too. 
Enclosed check or money order for $... 
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in this country, with many colorful ex 
amples—and in color—of early ad ar 
for patent medicines, mostly. A beauti 
ful and interesting section on “Brasher’: 
Birds,” captioned “A porfolio of paint 
ings of American birds from the brust 
of a great Connecticut artist and na 
turalist,” lives up to expectations. Rex 
Brasher’s paintings represent the first 
attempt since Audubon to record al! 
the birds of North America. The port 
folio in the August issue of the historical 
magazine in book form contains the first 
reproductions of Brasher’s work in color, 
since the original publication of 12 vol 
umes in 1929 which Brasher himself 
hand-colored. The sets sold for as much 
as $12,000. 


ROMANESQUE ART. Juan Eduardo Cirlot. Philo- 
sophical Library. $10. 

With the cooperation of the Art Mu- 
seum of Catalonia, Cirlot has compiled 
a group of 55 color and b/w plates of 
Romanesque style. Catalan Romanesque 
is represented in paintings and sculpture 
—the author states Catalonia is the rich- 
est in quantity and quality in the first 
category. Background of the art move- 
ment, painting, sculpture and the mod- 
ern value of Romanesque is discussed 
briefly. Color photographs are by Otto 
Schwarz, b/w by Archivo Mas. Book is 
printed in Spain. 


AN ATLAS OF ANIMAL ANATOMY FOR ARTISTS. 
W. Ellenberger, H. Baum, H. Dittrich. Enlarged 
revised edition edited by Lewis S. Brown. Dover 
Publications. $6 clothbound. 


This second revised American edition 
of Animal Anatomy has 25 new plates 
from George Stubb’s Anatomy of the 
Horse, and plates of cats from Straus- 
Durchheim’s French work, plus plates 
of other animals from Anatomie Com- 
parée by Cuvier and Laurrillard. This 
book contains in all 288 illustrations 
showing animals three ways: external 
views, beneath-the-skin views, and skele- 
tons. Lewis S. Brown of the exhibition 
department, American Museum of Nat- 
ural History, has added a new introduc- 
tion to the work. 


LETTERING AND ALPHABETS. J. Albert 
Cavanagh. Dover Publications. $3 cloth, $1 


paper. 


This new edition of Lettering and 
Alphabets, first published in 1955, is an 
unabridged and unaltered republication 
of the work first published in 1946 un- 
der the title Lettering. The late author 
is regarded as one of America’s great 
letterers and teachers of the art. Eighty- 
five complete alphabets designed and 
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FLEXICHROME 


Punters 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 





SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. » MU 3-5052 











CHRISTMAS. 


Merry as can be. 


... long as you're Healthy, 

Happy + it will be 
r= “new year 
ey" >, noburallly | 


elli-art retouch * BR 9-1329 
















way’s standard 
viewers 
Used by nearly all New York # 
area color,plcte makers. 
For information: 





Chappaqua, N. Y. 


ib irving berlin 


ARTISTS’ & DRAWING MATERIALS 








719 EightR Avenve * New York 19, N.Y 


CIRCLE 6-6350 


For: Ad Agencies and 


Photographers, ete. 


Prop serwice 
MUrray Hill 8-8930 = 40 Sutton Place 22,N.Y. 
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rendered by Cavanagh, plus fundamen- 
tals—a complete course in lettering. Alt 
the hand-lettered alphabets shown here 
may be reproduced without cost or 
permission. 


MICHELANGELO. A Study in the Nature of 
Art. Adrian Stokes. Philosophical Library. New 
York. $7.50. 


Notes on the. sculptor-painter-writer, 
with heavy emphasis on psychoanalytic, 
sociological as well as artistic interpre- 
tations of the man and his work. His 
family background, therefore, is in- 
cluded, as well as facts of his life and 
activity in the artistic and political world 
of his time. An essay on Michelangelo’s 
poetry, and 24 b/w plates of his visual 
art, are included. 


PRINCIPLES OF ART TEACHING. Ruth Mock. 
A Handbook for Teachers in Primary and 
Secondary Schools. Ruth Mock. Philosophical 
Library. New York. $6. 


A teacher who served as art adviser in 
one of the largest counties in England, 
Miss Mock undertook this book to help 
teachers “who believe that art should 
play a fundamental part in education 
but who are bewildered by the theoreti- 
cal and practical considerations which 
are involved.” Sixteen color and b/w 
plates of children’s art are included. 
Materials, subjects, teaching are dis- 
cussed with special sections also on let- 
tering, handwriting and crafts. 


DEAD TOWNS AND LIVING MEN. Being pages 
from an tiquary’s tebook. Sir Leonard 
Woolley. Philosophical Library. New York. $6. 





Very English travelog of Italy, Egypt 
and environs by an archeologist who 
writes in easy-reading, interesting fash- 
ion and includes 14 pages of b/w plates 
equally divided between Arabian scenes 
and art objects of historical interest. 


BACKGROUNDS TO LIVING. The How to Draw 
Series 38. Roy Grubb. Studio Publications. New 
York. $1.95. 


A book for students of still-life by 
author, a well-known artist, whose illus- 
trations are seen often in the English 
press. Pages, 64, cover materials, subject 
matter, and methods. B/w illustrations 
and graphs on every page. 


SCRIPT LETTERING, M. Meijer. Pitman. $2.25. 
A collection of alphabets in 32 different 
styles, executed with both pen and 
brush. Ranges from formal copperplate 
styles to free-flowing calligraphic letter- 
ing as well as forms based on_ italic 
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W for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS . . . it’s SMOOTHER, WHITER, FASTER! 
TALENS & SON, INC., UNION, N. J. 















time is 
money! 


Save it with SARAL 
TRANSFER PAPER 
The fastest, cleanest, 
easiest way to trace. 
4 COLORS for every 
production need! 


“Say Pal, say SARAL” 


amples to S B ALBERTIS - 5 Tudor City PIN Y 



























CLIP BOOK OF LINE ART 
CLIP BOOK OF TONE ART 
CLIP BOOK OF LETTERING =: 


HURRY! Get generous free samples of 
these famous time and money-saving art 
aids. Wonderful for offset. Just clip and 
paste. Ready for instant use. Surprisingly 
inexpensive. Write on your letterhead. 


HARRY VOLK JR.ART STUDIO 


Pleasantville 35, New Jersey 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 


140. The Picture Book of Symbols. Erns! 

Lehner. Over 1000 symbols, designs, 

pictographs, sigils, emblems, and ideograms 
All subjects. Paper $1.25. Cloth $3 


139. Graphis Annual ‘56/57. Walter Herdeg 

(Zurich} and Charles Rosner (London), 
editors. This fifth in the series of annuals of 
international advertising art has a wealth 
of material in color and b/w of the world's 
best commercial art used in print, posters, 
television, also trademarks and letterheads. 
In a report to the reader, Charles Rosner 
sums up the world situation seen from the 
commercial artist's point of view. Indexes of 
atists, agencies, firms and printers. Printed 
in English, French, German. Jacket design 
by Hans Erni. Printed and bound in cloth in 
Switzerland. Over 200 pages, 9% x 12"', 790 
illustrations, 89 of them in full color. $12.50. 


137. Layout. Raymond A. Ballinger. Covers 

all creative aspects of layout, discusses 
design theory. Should appeal to ADs, artists, 
and students. Author of Lettering Art in Mod- 
ern use, Ballinger feels that printed page is 
still most valuable means of communication. 
A practicing layout designer, he is director 
of the department of advertising design at the 
Philadelphia Museum School of Art. Examples 
from 66 ADs and art editors are given, as well 
as numerous examples of the work of artists, 
designers, photographers. $12.50. 


ANNUALS 


122. 34th Annual of Advertising and Editorial 

Art and Design. Ai! winners in the national 
exhibition held in 1955 by the New York Art Direc- 
tors Club. Best work from coast to coast appear- 
ing in all media. Source of inspiration and ideas 
for the AD. More than 400 pieces. $12.50. 


132. Writers & Artists Year Book. The 49th 
edition of a directory for artists, photog- 

raphers, designers, others. List of buyers in all 

English-speaking countries. $2.25. 


ART 


131. Catalogue of Colour Reproductions of 

Paintings Prior to 1860, 3rd edition. Lists 
ond illustrates 641 reproductions, plus notes on 
where available. Lists of publishers, printers and 
artists. $3.50 


135. An Atlas of Animal Anatomy for Artists. 

W. Ellenberger, H. Baum, H. Dittrich. En- 
larged revised edition edited by Lewis S. Brown. 
$6 clothbound. Twenty-five new plates from 
George Stubbs’ Anatomy of the Horse, and 
plates cf cats from Straus-Durchheim's French 
work, plus plates of other animals from Anatomie 


Comparee by Cuvier and Loaurillard. 
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DISPLAYS 


100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise dato 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 


87. Advertising Layout. William Longyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 

ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $1. 


126. Practical Handbook on Double-Spreads in 

Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 


LETTERING, CALLIGRAPHY 
124. The Letterhead, History and Progress. Ernst 
Lehner. Collection of actual letterhead 
samples in hardcover, spiralbound book. Plus 
history of the art and 128 historical illustrations. 
$9.50 
136. Lettering and Alphabets. |. Albert Cav- 
anagh. $3 clothbound. One of America's 
greatest letterers and teachers of the art de- 
signed and rendered 85 complete alphabets. 
Fundamentals of lettering are given. All hand- 
lettered alphabets may be reproduced without 


cost or permission. 





ART DIRECTION 


PRODUCTION 


138. Type Identification Chart. A complete type 

chort, printed on a series of circular mov- 
able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


125. The Human Figure in Motion. by Eadweard 
Muybridge. Thesaurus of human action. 5000 
action photographs showing 163 different types of 
human action. Most are from 3 aagles, with as 
many as 48 timed-interval shots per action, some 
taken at speeds of 1/6,000th second. $10. 


129. Package Design. Milner Gray, R.D.I., 
F.S.1.A. Covers design from principles to 
techniques, including articles on materials by 
specialists. Bibliography and indices to text, 
manu‘acturers and designers. $6.95. 


133. Pictorial History of Medicine. Dr. Otto L. 

Bettman, prominent in the field of picture 
research, compiled and authored this illustrated 
work on the growth of medicine, from Hippo- 
crates down to the present day. Over 900 illus- 
trations, some published for the first time. $9.50. 























43 E. 49th Street, New York 17, N. Y. Amt. Encl. $ 

Please send me, postpaid, the books corresponding to numbers circled below. 

31 79 87 100 102 122 124 125 126 129 131 
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: 12/56 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 

New York City delivery. Payment must be made with order. 
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If you want a book not listed, send your order and we will try to get it for you. 








en rac 











— 


11! 





T aa Xr 





Ee 











ADVERTISING ART 
IN THE MIDWEST 





1006 OLIVE STREET 
ST. LOUIS, MISSOURI 
GARFIELD 1-0932-5 





Quality 






FOR YOUR 630 FFTH AVE 
EXACTING 

JSOBSece 209 MADISON AVE 
MATTE 

GLOSSY 241 EAST 44th 5ST. 
STIPPLE for 7V. 7 EAST 47th ST. 
WATER COLOR 





AMERICAN BLUEPRINT CO.ixc 


7 EAST 47TH STREET-PLAZAI-2240 -NEW YORK 








Ralph Marks Color cLabe. 


e Dye Transfer 


© Type C 
e Colorstats 


Photographers — we'd like to show 
you the simply bee-utiful results 
we're getting on Kodak’s Type C 
paper! 


344 East 49 EL 5-6740 
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COLOR RETOUCHING 


FLEXICHROMES 


GEORGE E. WILDNER 


MURRAY HILL $34 








Art Direction / The Magozine of Creative Advertising / 


booknotes 





LAYOUT. Raymond A. Ballinger. Reinhold Pub- 
lishing Corporation. New York. $12.50. 


The author of Lettering Art in Modern 
Use, the director of the department of 
advertising design at Philadelphia Mu- 
seum School of Art and a practicing 
layout designer, Ballinger has composed 
a book sure to be a classic in the field. 
Physically beautiful, the book is planned 
to tell the theory behind layout crea- 
tivity through example, with some 
commentary. ADs and art editors repre- 
sented number 66 with numerous exam- 
ples, also, from artists, designers, pho- 
tographers. Each page of the book’s 244 
contains b/w color plates, excepting a 
lexicon, bibliography, index. 

Every conceivable type of layout is 
pictured several times and discussed— 
discussed more pictorially than verbally. 
Fine arts, advertising art, type arrange- 
ments, symbols and symbolism, as well 
as interesting historical examples of 
pages and art are given. 


POST-IMPRESSIONISM FROM VAN GOGH TO 
GAUGUIN. John Rewald. Museum of Modern 
Art. Simon and Schuster. New York. $15. 


Thorough exploration of the subject 
and painters involved, from the stand- 
points of the individuals as artists and 
as personalities. Author Rewald has 
written eight other books on artists and 
art movements of his favorite period and 
edited eight books. A luxurious book of 
614 pages, included are a very liberal 
number of color and b/w plates of 
artists’ works. Extensive quotes from 
artists’ correspondence are sprinkled 
throughout. Sources of all illustrations 
are given. There is a six-page chart of 
events from 1884-1893, and, also charted, 
thumbnail biographies of Cezanne, Gau- 
guin, Bernard, Van Gogh, Seurat, Signac, 
Redon, Lautrec and Bonnard, also 
Matisse and Picasso in that period. And 
a one-page chart of participants in the 
Independents’ exhibitions, 1884-1893. 
Bibliography, which must be a complete 
one in the field, numbers 44 pages. A 
thorough 17-page index is included. 


TELEVISION IN THE MAKING. Edited by Paul 
Rotha. Hastings House. $5.75. 

A series of articles on every phase of 
creative television by known _profes- 
sionals, edited by a man who. has been 
for many years director of documentary 
films for the BBC. Includes complete 
glossary of tv and film terminology. 
Factual material with occasional graphs 
of actual productions. A very thorough 
exploration of the entire field, scholarly 
but in no way remote. e 
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Own Your Own 


RUSH 


$1.50 for 12 
43 £. 49th St., New York 17 


Issues 














—HIRING ARTISTS? 


coll “The Art Unit’ or 7-9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 


A specialized placement service 
for both employers and applicants in 
the field of commercial art 


NO FEE CHARGED TO ANYONE 
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ready reference 


to have your firm listed call Plaza 9-7722 


ART MATERIALS 


N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat 
62 - 3rd Avenue, nr 1th St., N.Y.C GR 3-5390 


CHARTS 


Chart House 

Charts, Sales Presentations, Creative Layout, 
Maps, Handlettered Cards, Training Aids, Illus- 
trations 


701 7th Ave Mayfair Bldg Cl 6-1537 


COLORSTATS 


Ralph Marks Color Labs 

low cost, full color reproductions 
transparencies and opaque copy 
344 E—. 49 St.. N.Y. C. 17 


from color 


EL 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 

215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 


Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 


Alfred Henry 
Speed © Accuracy * Dependability 


299 Madison Ave., N. Y. C OX 7-5316 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 


112 W. 48 St., N. Y. 36 PL 7-7777 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—B&aW 


Modernage Photo Services 

319 East 44 Street, New York, N. Y 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 

hour and day 


Call Ralph Baum LExinaton 2-4052 


REFERENCE PICTURE CLIPPINGS 


Reference-Pictures, Inc. 

We have clipped and filed over a million pictures 
from magazines and books on any and every 
SUBJECT, MOOD or SITUATION, of every period, 
in color and black and white. Every picture has 
been selected by an Art Director for use by Art 
Directors to stat or paste in layouts and compre- 
hensives and by Artists as reference for drawings. 
Supplied on a rental basis for a small fee. Im- 
mediate delivery. 


104 Fifth Ave.. N.Y. 11 CHelsea 2-9535 
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RETOUCHING 
Bergin-Lobel 
Quality B/W, Color, Dye Transfer, Flexichrome 
80 W. 40 St., New York LO 5-7217 


Davis * Ganes 

Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
22 W. 56 St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-6489 
Frank Van Steen 

Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. ¥. 3 OR 5-7280 


Masta Displays Inc. 

20 years leadership in silk screened 
posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


STULL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 
FPG (Free-Lance Photographers Guild, Inc.) 
* World's Largest File of Stock Color Photographs 
* 5 Million Black & White Photos—All Categories 
* Nationwide List of Assignment Photographers 
62 W. 45 St., NY 36, NY MU 7-0045 


Frederic Lewis 
Photographs of Everything 


36 W. 44th St., NYC 36 MU 2-7134 


Photo-library, Inc. 
For hard-to-find color & b/w stock photographs. 
149 E. 69 St., New York 27 TRafalgar 9-3999 


Reportage Photo Agency 
Photos To Fit Every Need. Color And B/W. 
15 W. 44th St., New York MuUrray Hill 7-7040 


TELEVISION SERVICES 
National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. JUdson 2-0100 


SERVICES 
Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


call Plaza 9-7722 


Owner of medium-sized design and art STUDIO 
DESIRES MERGER with another studio owner, 
salesman or designer with accounts. Have nice, 
profitable business now with very promising and 
interesting future which will require more help. 
Box 300, ART DIRECTION, 43 E. 49 St., NYC 17. 


REPRESENTATIVE WANTED, who is interested in 
building up Art Studio with top lettering man. 
Have studio set-up now. Good proposition for 
right man. Box 1200, ART DIRECTION, 43 E. 49 





art directors 
layout designers 
tv storyboard 
trainees 
mechanicals 
fashion 
renderers 


St., New York 17. 


PERSONNEL 
Call Miss Baker 


art placement director 


PRESTIGE 


PERSONNEL AG’CY 
130 West 42St.,N.Y.C. 
BR 9-7725 








36 WEST 44th STREET MUrray Hill 7-8550 





FOR ALL ART PERSONNEL 





“OUR PROFESSIONAL SCREENING 
MAKES THE DIFFERENCE” 











Contact— 
ARTIST GUILD PLACEMENT SERVICE 


Artist Guild of Chicago, 
162 E. Ohio St. - Phone SUperio 





Zh 


art personnel 


EMPLOYMENT AGENCY 


Sherman Art Placement 


CAVALIER 
$.:e 
115 West 42nd St nu. Vv. 








Largest Selection! Hand Lettered Alphabets 
De with Cohesive toa 
» Letter it with 
AD-letter 
NEW, QUICK, EASY WAY 
Only $1.35 per sheet 


Free catalog of |17 styles ot your ort supply dealer 
or write 3321/2 South La Brea, Los Angeles 36, California 





